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which is movie day in your plant? 





FREE ENTERPRISE 


regularly scheduled film programs for workers 


STIMULATE MORALE—GOOD WILL—PROVIDE RELAXATION 


MORE THAN EIGHTY-FIVE 16mm sound and 
color motion pictures are available free of charge 
through the courtesy of American Industry, Asso- 
ciations, and Foundations. 

Many of the films deal directly with Free Enter- 
prise and the American Way of Life. Other films 
provide information on consumer education, 
health and hygiene, homemaking, sports and 
travel. These films will be scheduled each week 
in well-balanced sequence to meet your audience 


requirements—men, women or mixed groups. 


Hundreds of successful industrial users report 
employee interest and enthusiasm for these in- 
formative and entertaining weekly film programs. 

Noon-hour and off-shift programs are shown 
in cafeterias, locker rooms, open areas adjacent 
to plant floors, warehouses, meeting rooms and 
auditoriums to both shop and office personnel. 

26 Modern Talking Picture Service Film Li- 
braries have been established in or near your city 
to supply films and to schedule regular weekly 
programs. They are ready to serve you now. 


11G.U 5 Pat OFF. 


for application and details send to SERVICE DEPARTMENT 


MODERN TALKING PICTURE SERVICE, INC. 


45 ROCKEFELLER PLAZA « NEW YORK 20, N. Y. 





AND THEY LIKE IT... 


F you’re in the market for motion pictures, slidefilms or other 
forms of visual aids, we suggest you ask our clients why 
they prefer our service to that of others. 


None of these clients chose Caravel solely on a price basis. 
Many of them—particularly those who had dealt with Caravel 
on previous occasions—said, “Here’s what we've set aside for 
a program; if you think it’s enough for what we've got to do, 
go ahead!” 


There are many factors involved in selecting a producer. 
Chief of these, we submit, is the ability and unflagging de- 
termination on the part of the producer to deliver UTMOST 
VALUE. 
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If you want proof that Caravel Plans get results, check with American Bible Society * American Can Company Associated 
Merchandising Corporation ¢ The Bates Manufacturing Company ¢ The Bell System ° Black & Decker Manufacturing Company ©. 
Godfrey L. Cabot, Inc. ¢ Cluett, Peabody & Company, Inc. « Continental Baking Company, Inc. ¢ Ethyl Corporation ¢ The Fuller 
Brush Company ¢ The General Fireproofing Company * General Foods Corporation ¢ Hart Schaffner & Marx « Kenwood Mills 
Michigan Bell Telephone Company # Mohawk Carpet Mills Inc. ¢ National Lutheran Council « Northern Baptist Convention ¢ The Pure 


Oil Company ¢ Raybestos-Manhattan, Inc. « Rheem Manufacturing Company ¢ Royal Typewriter Company, Inc. ¢ Socony-Vacuum 


Oil Company, Inc. ¢ Standard Brands, Inc. ¢ Towmotor Corporation ¢ Truscon Steel Company ¢ or any other Caravel client. 


CARAVEL FILMS, INC. 


DETROIT, 1336 BOOK BUILDING, TEL. WOODWARD 6617 © NEW YORK, 730 FIFTH AVENUE, TEL. CIRCLE 7-6111 
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Pojection equipment, using the “National” “Pearlex” Car- 
bon Arc, offers you the finest projection available in the 
16mm. field—and a substantial saving in the bargain. The 
carbon arc is 4 times brighter than the next best 16mm. light 
source—makes it possible to seat 100 to 1000 people .. . offers 
vivid, glowing reproduction of color—and the actual cost of 
the carbons is only '4 the cost of the best competitive light 
source, hour for hour, as you project your movies. 

These statements are all accurate, scientific facts. Write to 
National Carbon Company, Inc. for complete details on the 
carbon arc for 16mm. projection. 


Sa 


Got Wr 00 pal Lwin Cost! Times Brighter! 


‘ 
‘ 
‘ 
The terms " National” and “Pearlex” 
are registered trade-marks of 
NATIONAL CARBON COMPANY, INC. 
Unit of Union Carbide Tj and Carbon Corporation 
30 East 42nd Street, New York 17, N. Y. 
Division Sales Offices: Atianta, Chicago, Dallas, 
Kansas City, New York, Pittsburgh, San Francisco 
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al LOW PRICE 


Bell & Howell 


LIGHTWEIGHT, SINGLE-CASE 


NOW more than ever—your best 
buy in audio-visual equipment 
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CONSULT YOUR NEARBY BELL & HOWELL REPRESENTATIVE Now, to its proved advantages in performance, 

—HE IS SPECIALLY TRAINED TO SERVE YOU film protection, and dependability, the Single- 
Case Filmosound adds a new low price . . . to 
make this 16mm sound (and silent) projector 
more than ever your best buy. 


Ask for his assistance—in any audio-visual problem 

without obligation. A nation-wide network of 
specially-trained experts who understand business 
and industrial problems thoroughly! If you do not 
have the name of our representative nearest you, 
write Bell & Howell Company, 7108 McCormick 
Road, Chicago 45. 


In a single, lightweight case—it weighs only 
3514 lb. including built-in speaker—Filmosound 
is ideal for training use. Anyone can quickly and 
safely learn its simple, foolproof operating rou- 
tine. Error-proof threading, plus “‘floating film’”’ 
construction, makes film damage virtually im- 


NEW ACADEMY FILMOSOUND possible. The B&H pre-aligned optical system 


— for larger Audiences, Indoors and Out utilizes all the light available, gives you full 
picture brilliance. 


PROOF OF DEPENDABILITY. Taken at random 
from stock, projecting film under normal con- 
ditions, a B&H Filmosound is in operation in 
our laboratory. Jt has now run 1600 hours with 
no time lost for repairs. No wonder so many 

; businesses and industries have long preferred 
PRECISION-MADE ° ° ° 

by Bell & Howell audio-visual equipment! 


Designed to give you the utmost flexibility in sound 
or silent 16mm projection. Has a separate speaker 

8’, 12”, or 25-watt power unit, as required. 
Theater-quality sound and picture brilliance. Now, 
with 8” speaker, only $474.50 


Bell & Howell Cameras and Projectors are 
GUARANTEED FOR LIFE! 


Filmosounds will give trouble-free service. During 
life of product, any defects in workmanship or ma- 
terial will be remedied free (except transportation). 
Since 1907 the Largest 
of Precision Equip it 
for Hollywood and the World SOHSSSSSHSHSSSHSHHHSHSHHHHESESESESEEEEESESEESEEEESESES 
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S.V.E. “INSTRUCTOR” 300 


For Quick and Easy Projection 
of 2” x 2” Slides, Single and 


Double-frame Filmstrips 








* Fast “Push-in-Style” Threading 
* Quick Changeover to 2” x 2” Slides 


* Easily Adjusted Aperture 


@ Newest of SVE Tri-Purpose projectors tak- 
ing single and double-frame filmstrips and 2” x 
2” slides. Threads in quick “push-in-style” or in 
conventional manner. Film advances smoothly 

. either forward or backward . . . with no 
danger of scratching or tearing film. 

Semi-automatic slide changer covers Bantam 
frame as well as 35 mm. double-frame slides in 
2” x 2” mounts. Changeover to filmstrips is 
quick and easy. New adjustable aperture gives 
any size frame from single-frame to double- 
frame, with intermediate position for 1” x 1” 
square framing. 

The optical system is of completely new design 
with all elements coated. Price complete with 5” 
SVE Wocoted Anastigmat lens and two-tone lift 
off case, $90. 


The New 
Audio-Visual Handbook 
6th Edition 


Revised — Enlarged 


Here is a practical guide to 

the selection and use of audio- 

visual training materials by 

Elisworth C. Dent. It has been designed for those who 
need brief, general information concerning audio-visual 
materials and their sources. Useful for schools, churches, 
industrial and other organizations, this book will prove 
helpful in organizing an audio-visual program or in mak 
ing existing programs more effective. 224 pages, cloth 
bound, postpaid, $3.50. 


W rite for copy of projector folder B 100 and Hand- 
book folder B 4-49. Address request to Dept. SC-10 


SOCIETY FOR VISUAL EDUCATION, INC 
A Business Corporation 


100 East Ohle Street Chicegeo 11, i 
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nnouncing! 


... the amazing 1950 Model Auricon 
16 mm sound-on-film Recording 
Equipment. Your money back if it 
does not provide you with crystal- 
clear 16 mm Talking-Pictures! 


All Auricon “single-system” Cam- 
eras and"‘double-system” Recorders 
are now being delivered with the 
newly developed Model “NR-24” 
Amplifier, featuring... 


* Automatic sibilance suppressor. 
* Professional “Speech-Music” 
control. 
Four triode-connected 1U5 input 
tubes for lowest distortion with 
“high fidelity” recording. No tube 
noise or hiss. 
Automatic background-noise 
reduction. 
Model E-6 Microphone. 
RCA Licensed. 


30 day trial, money back 
guarantee. 

No increase in price; still $1,191.00 
for Auricon single-system Camera 
with NR Amplifier. 


Major Hollywood Studios and 
Television Stations are enthusiastic- 
ally using this new "NR-24” Auricon 
Equipment after extensive tests! 
Write us today for your free copy of 
the Auricon 16 mm sound-on-film 
Equipment Catalog. If you already 
own Auricon Equipment, write us 
regarding conversion of your equip- 
ment to the new “NR-24" Amplifier 
circuit for improved results. 


A jolly wood 


H 


BERNDT-BACH, Inc. 


7373 Beverly Blvd., Los Angeles 36, Calif. 


MANUFACTURERS OF SOUND-ON-FILM 
RECORDING EQUIPMENT SINCE 1931 
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SUN OIL provides 
complete film programs 


regularly on 19 ocean going 
tankers with AMPRO 
16mm. SOUND PROJECTORS 


Rus 

bs Skippers of the 19 ocean going tankers in the Sun Oil fleet have noticed 
a remarkable “morale boost” among the tanker seamen as a result of 
the regular motion picture programs being shown for the entertainment 
of the crews. First company in the petroleum industry to schedule such 
programs, Sun Oil has found that its pioneering has paid off in better morale, 
greater enthusiasm among the tanker crews. Spending long periods away from 
homes and loved ones, these merchant seamen heartily applaud the feature pictures, 
safety films and educational shorts that make up the shows. Today there are 40 
complete programs available for the Sun Oil “movies for mariners” series, with a 
dozen more to be added later in the year. Film rental costs are shared equally by 
the company and the Sun Marine Athletic Association Fund. Aboard ship or ashore, 
Ampro Sound Motion Picture projectors are, more and more, becoming an integral 

part of modern industry. 


THOUSANDS OF INDUSTRIAL CONCERNS ARE MAKING 
AMPRO PROJECTORS PAY RICH DIVIDENDS 


Industrial leaders in increasing numbers 


of building premium quality projec- 
are realizing the tremendously effective 


tion equipment . . . all these things 


PORTABLE ONE-CASE SOUND 





PROJECTOR DESIGNED FOR INDUSTRY 


348. 


PORTABLE—A 16mm. sound projector, amplifier, 8” speaker and cord, 
space for extra 400’ reel—all in one portable case. 
COMPACT—Measures only 15"x214"x9%" . Lightweight, easily portable. 
RICH TONE QUALITY—Amazing quietness makes for complete 
listening enjoyment. 

PROTECTS FILM—Exclusive Ampro Triple Claw movement and 

other Ampro features assure complete film protection. 

EASY TO SERVICE—The entire chassis can be removed for 
mechanical and electrical servicing. 

ECONOMICAL—Sturdy, tested design assures long, trouble-free 
operation—with minimum service cost. 








impact of 16mm. sound motion pictures. 
Sound movies are being used with dra- 
matic results in sales, employee train- 
ing, product demonstration and public 
relations. Every day new companies are 
adding their names to the growing list 
of those already making Ampro sound 
projectors pay big business dividends. 
The superb “professional quality” pic- 
ture and sound reproduction, the extra 
measure of film protection and service- 
ability — the skill acquired in 20 years 
* Trade Mark 

Reg. U.S. Pat. Off 


have made Ampro America’s preferred 
16mm. industrial sound projector. 


WRITE TODAY FOR FREE CIRCULAR 


giving specifications, prices and full de- 
tails on this remarkable industrial sell- 
ing tool, the Ampro “Compact” one case 
sound projector. Ask also for the new 
free booklet, “A Powerful Aid to In- 
dustry.” It shows how you can make 
effective use of 16mm. sound films in 
your business. 


AMPRO CORPORATION 85-106 
2835 N. Western Ave., Chicago, Ill. 


Please send me full details and prices on the Ampro 


“Compact.” 


Name 


Send me also the free booklet, “A Pow- 


Address....... 


A General 
Precision Equipment 
Corporation Subsidiary 


H erful Aid to Industry.” 
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VIEW-MASTER 
STEREOSCOPE 


Durable plastic construc- 
tion. Simple, and quick to 
operate. 


VIEW-MASTER 
REELS 


Seven full - color stereo- 
scopic photogrophs on 
Reel. 


VIEW-MASTER 
NON-STEREO 
PROJECTOR 


Uses interchangeable 
View-Master picture Reels 
for group showings 





il 


ya Add color and depth to your 
sales story with dramatic View-Master 
Stereoscopic, full color Kodachrome pic- 
tures. Show customers your product, in- 
stallations, manufacturing operations and 
services in the amazing “come to life” real- 
ism of View-Master pictures. View-Master 
three dimension pictures are proven “door 
openers”, “attention holders”, “sales 
clinchers” in man-to-man selling. No dark 
room or electricity needed. Compact. 
Lightweight. Easy to carry. Each View- 
Master Reel holds seven different stereo- 
scopic photographs in planned sequence. 
Inexpensive to produce. Pictures may be 
projected in full color before group meet- 
ings with the View-Master non-stereo 
Projector. See for yourself. 


ut 
Gierecsco/?* € 
SELLING PICTURES 


LIGATION | 








SAWYER’S INC., Commercial Sales Dept. 


Portland 7, Oregon, U.S.A. 


Without obligation, please furnish me with complete information about View- 


Master three dimension selling pictures for commercial use. 


Company Name- 
Address 
City 


By 


Zone 


Position 
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MEETINGS IN THE NEWS 


SMPE Convention Will Discuss 
New Constitution, Name Change 

Ihe 66th semi-annual conven- 
tion of the Sociery oF MorTion 
Picture ENGiNeers will be held 
October 10 through 14 at the 
Roosevelt Hotel in Hollywood, 
California. Eart I. SPONABLE, 
president, reports that 24 papers 
are scheduled to be read. Among 
them are several on color and high 
speed photography. 

Of most importance on the busi- 
ness agenda is the proposed new 
constitution which will be dis- 
cussed and the proposal to change 
the name of the SMPE to the 
“Society of Motion Picture and 
Felevision Engineers.”’ 

The society will present three 
awards at the semi-annual banquet 
in recognition of exceptional 
achievements in the industry. 
These are: the Progress Medal, 
Samuel L. Warner Memorial 
Award, and the Journal Award. 


National Safety Congress to 
Meet in Chicago Next Month 
@ THe Nationa Saretry Con- 
GRESS AND Expostrion to be held 
24-28 has 
arranged a program of prominent 
speakers from Labor and Industry 
as well as regular showings of 
motion pictures and slidefilms on 
related safety subjects. 

Meetings on industrial safety, 
commercial vehicle activities, traf- 


in Chicago Octobe 


fic safety and college farm and 
home safety will be held. About 
12,000 delegates are expected. 
Among the speakers will be 
Gustav Metzman, president of the 
New York Central System, James 
lanham, vice president for indus- 
trial and public relations of the 
Pexas Company, and chairman of 
the board of directors of the 
National Safety Council, James E. 
Prainer, vice-president of the Fire 


Union Leaders 

Learn About Film: 
RiGHt: a group of 
union officials study 
projector operation 
and care at the recent 
audto-visual workshop 
held at Cornell Unwer- 


sity. (see story above) 
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stone Tire and Rubber Co., and 
Earl E. Moore, vice president for 
industrial relations of Carnegie- 
Illinois Steel Corporation. 


‘Audio Fair’ Scheduled Next Month 
@ THe Aupio Fair which is spon- 
sored by the AupIO ENGINEERING 
Society will be held October 27 
to 29 at the Hotel New Yorker in 
New York City. 

Papers will be read on magnetic 
recording and the problems as 
regards interchangeability and 
uniformity of magnetic recording 
performance. Other speakers will 
discuss frequency characteristics 
and harmonics, intermodulation 
and crossmodulation and other 
audio testing measurements. 


Cornell Holds Film Workshop 

for New York Union Leaders 

@ An audio-visual workshop to 
aid union leaders in conducting 
educational programs and union 
meetings with the use of audio- 
visual materials was held recently 
at Cornell University. It was the 
first audio-visual workshop for 
union leaders to be sponsored by 
the New York State School of 
Industrial and Labor Relations. 
Audio-visual aids discussed and 
demonstrated included the motion 
picture, slidefilms, recordings, 
posters, charts and exhibits. 

Trade union representatives at- 
tending the workshop enthusias- 
tically agreed that the field of 
audio-visual communications of- 
fers exceptional advantages to 
unions in educating their mem- 
bership. 

Stated workshop leaders, ‘Most 
unions are just beginning to real- 
ize the importance of using audio- 
visual methods in their education- 
al programs. The success or failure 
of any such program will depend 
in large part upon the training of 
key men in the unions to properly 
use such materials, for research 
shows unless they are properly 
used, audio-visual methods of 
communication are not any more 
effective than other methods.” 
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Some salesmen think of retail selling as a 
“ ” . . : ° ; > 
game,” a stop-gap until something better turns up. Nothing 
better is likely to turn up, for the rewards are rich for men 
who accept selling as a career in which proficiency is gained 
through study and practice. As in other professions, a salesman 
acquires standing by accumulating a thorough knowledge of 
the product, by mastering the best method of presenting, the 


product and by learning how to close the sale. 


More and more career salesmen who do not consider their 
business a “game” are succeeding in current competitive markets 
because they are soundly trained in the fundamentals of selling 
and the details of their own particular product through motion 


picture and sound slidefilms written and produced by Wilding. 


WILDING 


PICTURE PRODUCTIONS, INC. 


MOTION PICTURES - SLIDE FILMS « TELEVISION FILMS | 

















CHICAGO* 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


DETROIT* 
4925 Cadieux Rd. 









CLEVELAN 
310 Swetland Bld 


HOLLYWOO 
5981 Venice Blvd. 


ST. LOUIS 
4053 Lindell Blvd. 


CINCINNATI .* 
Neave Bldg. 


*Studio Facilities 
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* The 1949 film award “For the Best Public 
Utility Advertising During the Preceding 
Year” has been awarded by the Public Utili- 
ties Advertising Association to THe MICHIGAN 
Consouipatep Gas Company for its Koda- 
chrome motion picture, Pipe of Plenty. The 
award was based on recognition of the excel- 
lent customer relations achieved with the 
color motion picture. 

Newell E. Loomis, vice-president in charge 
of sales at Michigan Consolidated Gas, re 
ceived the framed, three-colored award cer- 
tificate for his'company and stated: 

“We are most happy to have received this 
award. Pipe of Plenty has been a most suc- 
cessful motion picture. It posed many prob- 
lems to The Jam Handy Organization who 
produced it, because it had to be photo- 
graphed almost without regard to weather 
conditions, with the result that the picture 
was filmed in part in subzero temperatures 
and cloudiness, and during snow storms. From 
our standpoint, it is doing a good job of 
explaining what some of the problems of gas 
supply storage and transmission are and what 
we have done to meet them.” 

The film is a documentary on the construc 
tion of an 153 mile, 24-inch pipeline over 
tough terrain during the winter months, to 
insure industrial communities in Michigan 
against fuel shortages 

More than 40,000 members of church, civic 
service, 


business and s« hool 


organizations 


from coast to coast have viewed this film. 





Newer | 
for the best 


Loomis ‘ receives award 


public utility film 


right off the reel 


GOOD COMMERCIAL FILMS 
FROM AUTHORITIES 


Growth in Population Reflected in Our 
Enormously Expanded School Enrollment 
*® As census-taking time approaches, the size 
of our population will be accurately measured 
but it is already apparent that these United 
States are getting a bit more crowded. Re- 
flected in terms of housing needs and consumet 
goods consumption, these figures are basic in- 
deed but the U.S. Census Bureau estimates of 
our new school population are impressive. 
By 1950 more than 2,000,000 youngsters will 
be added to our elementary school enrollment; 
the large crop of war babies is in fact already 
entering the first grade this fall. By 1956 this 
extra enrollment will total 8,000,000 or 44.5°; 
than in 1947! Enrollment in high 
school grades will reach 7,110,000 by 1957; an 
increase of 13.34% over 1947. 


greater 


The meaning of these figures in terms of 
taxes, building materials, and teaching respon- 
sibilities is fairly clear. There will be need for 
more all around to meet this challenge. 


Good Sponsored Films Have Large Audience 
* The unusual interest of critics and the dis- 
cerning public in such factual documentary 
films as The Quiet One, Louisiana Story, and 
Lost Boundaries points a moral for the com- 
mercial film sponsor and maker. Proud as we 
are that Mr. Flaherty’s Louisiana document 
was endowed by a far-sighted sponsor (the 
Standard Oil Company of New Jersey) , we are 
equally aware of many opportunities as yet 
unrealized. 

It should help sponsors to know that such 
films have extremely long lives, that their 
amortize initially large 
budgets. But it is the large amount of subject 
matter in which both industry and the people 
have vested interests that leads us to believe 
that it is good business to talk about housing, 
city planning, health programs, trafhe safety 
(32,000 motorists will die on the highways 


deeds live on to 


this year), nutrition, and good human rela 
tions. The audience is waiting. 


Small Town Plants Need Visual Training 

* Taking the measure of films for commer 
cial and industrial training we note the statis 
tical fact that 71,000 plants are located in 
towns of 25,000 and under. 21°, of our Amer 
ican industries are located in towns of 2,500 
or under. Far removed from vocational class- 
rooms, etc. these plants must maintain internal 
training programs of their own in fields of 
safety education, job training, etc. No better 
way can be found than the medium of the 
lighted screen, as factual data has proven. 


WIN 
IN THEIR OWN SPECIAL FIELDS 


RECOGNITION AWARDS 





RELATIONS 


PuBLic 


Awarp ceremony at Los Angeles 
featured A. J]. Gock (left) Bank of America board chair 
man who received certificate presented by John Mar 
schalk (right) APRA representative. Richard C. Rus 
sell, Los Angeles Ad Club president, is in the center, 
holding the award certificate 


Bank of America Film Receives Award 
*% The New California, made tor the Bank 
of America by the March of Time (Business 
SCREEN, May 1949) has just received a spe- 
cial certificate of merit from the American 
Public Relations John Mar- 
schalk, president of the Southern California 
forge of A.P.R.A. made the presentation on 
September 6th in Los Angeles to A. J. Gock, 
chairman of the bank's board of directors. 
Marschalk, in making the citation, specifi- 
cally commended the bank on its picture which 
he referred to as “a great public service in the 
ever-important process of developing public 
understanding as to the true 


Association. 


sources ol 
strength of our nation, symbolizing the vitality 
and strength of the State of California and the 
West as a whole,” and “a living testimonial to 
the fruitfulness and productivity of our nation 
because of our American individual enterprise 
way of life.” 

Mr. Gock, in accepting the presentation, 
said: “For many vears our institution, which 
has been privileged to grow and prosper under 
the American individual enterprise system, has 
recognized that our public relations should be 
carried on not only for ourselves, but also in 
behalf of the State of California, the West, and 
the nation. This approach to public relations 
has been a frame of mind rather than a cam- 
paign, and we sincerely believe that as an in- 
creasing number of firms and _ individuals 
adopt this objective in their public relations 
thinking a steadily increasing harvest of public 
recognition and economic well-being will ac- 
crue to all of us here in America.” 
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Problem: Sell Kelvinator Refrigerators, 
Ranges, and Freezers in one minute. 


Solution: A series of TV spot announce- 
ments. Pack each one with a compelling 
sales message, then gift wrap with spark - 
ling animation, score and lyrics. 


In Television ... entertainment sells! 
Entertainment presents the all-important 
commercial message in an enjoyable and 
digestible manner... leaves a lasting and 
favorable impression. 


Recommendation: For successful TV 


films, select an established organization 
... with fresh ideas. 


Hep heal iy Voy 


STUDIOS e HOLLYWOOD 28 CALIFORNIA 











SERVICES 

IN SOUND 
Motion Pictures 
Newsreels 

Television 
Phonograph Recordings 
Radio Transcriptions 
Band Stages 
Shooting Stages 
Trailers 

Recording and 


Sound Laboratories 


RCA Licensee 


That's the opinion of hundreds of 
producers using Reeves facilities. 
REEVES: Five floors devoted to recording sound and the 


production of Movies, Radio and Television shows. 


REEVES: Completely equipped and manned by experts 
geared for sound recording from a one-minute spot to a 


feature production. 


REEVES: Where a Producer can work with confidence. 


Remember. Reeves is a partner not a competitor. 


REEVES SOUND STUDIOS, INC. 


304 EAST 44th STREET - NEW YORK 17, N. Y. + OREGON 9-3550 


The Largest Sound Service Organisation in the World. 


Western Electric Licensee 
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‘One for the mone 


The biggest value in the field. $9O§50 


two for the show 


Theatre quality image . . . finer tone—the only 
8” p.m. speaker at the price. 


three to get — 


Ready fo operate in a flash— 
because it’s easier to thread and focus, 


four to go”.. 







Travels with you handily in light ‘ Bi 
weight single case unit .. . built to WY ree 
withstand jars and jolts... ? 


plays anywhere on A.C. or D.C. \'s 


without convertors. Underwriters’ X ye t 


Laboratory approved. 


NATCO, 4401 W. North Avenue 
Chicago 39, Illinois 


WORLD’S FINEST 
SOUND PROJECTOR 
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PICTUR-VISION 
CABINET PROJECTORS 
at the Point-of-Sale 


If your present advertising is not getting the results 
you need and inventories are piling up, now is the 
time to take measures to increase sales. 

Pictur-Vision Cabinets are designed to increase 
your sales. They create impulse buying, convince the 
shopper on the spot and close the sale. Your story is 
presented in a sequence of 16 beautiful Kodachrome 
slides that change at six second intervals and oper- 
ates continuously. Pictur-Vision gives action — 
drama—color to your story . . . and best of all, it’s 
right on the spot where your product is sold. 





U. S. PATENT Ideal for sales meetings, con- 
No. 2369483 

CANADA PATENT ventions, dealer training 
No. 42/418 schools, safety meetings, edu- 


cating store personnel and a 
real demonstrators selling aid. 


Remote control push button arrangement makes it 
easy to train dealers, salesmen, personnel. Just press 
the button to change slides. Entire sequence (16 
pictures) can be changed in a few seconds. Easily 
adapted for speeches on wire-recording tape or con- 
ventional records. 

Pictur-Vision Cabinet Projectors are sturdily built 
with light weight steel construction, the entire unit 
weighing less than 100 Ibs. A large 1442 x21 inch 
rear projection screen gives maximum brilliance. 
Equipped with Solarbrite Projector, uses 750 Watt 
200 hour lamp. 3 inch coated lens. Height 36” with 
16” square base. Requires only 4 sq. ft. of floor space. 


$395 


eau Wis. 


COMPLETE PACKAGE UNIT 
Ready to use with no attach- 
ments to buy. Just slip in your 
slides and plug in the cord. . 


Picture Recording Company 
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TRENDS in the NEWS 


Cite Need of Classroom Film on Marketing 
*® At the recent meeting of the American As- 
sociation of Advertising Agencies in New York 
City a resolution was passed urging business, 
government and educators to give greater at- 
tention to the problems of distribution. Under 
distribution the A.A.A.A. includes “all the 
activities employed in finding customers for 
goods and services and in moving goods, geo- 
graphically and through the channels of 
trade.” 

Mr. William E. Berchtold of Foote, Cone 
& Belding, chairman of an A.A.A.A. subcom- 
mittee on Educator relations, had this to say 
about industry sponsored films: 
not today 


“There is 
a good usable general film fon 
classroom use on the subject of distribution 
or marketing . . . most of the business-spon- 
sored educational aids deal with products or 
with manufacturing. The few that exist in 
the distribution field are intended mainly 
for training of the company’s own sales per- 
sonnel.” 

The A.A.A.A. cites estimates that over half 
the people employed in the nation work in 
distribution fields and points out that the 
number exceeds those in manufacturing or 
farming and is increasing. 


Theatre Owners Discuss 16mm Competition 
* Theatre owners are once again discussing 
competition from 16mm entertainment or 
“road-show” films. The program for the na- 
tional convention of Theatre Owners in 
America in Los Angeles, September 12 to 15 
had discussion forums on seven major topics 
one of which was “16mm Competition.” 

Emphasis was not on eliminating such com- 
petition wherever possible but on keeping 
such competition fair. Principal objection 
seems to be to showing 16mm pictures where 
the entertainment theme is predominant and 
where admissions are charged. 


Ad Council Sponsors New Tolerance Film 
* The Advertising Council has prepared 
new one-minute film on racial and religious 
prejudice for distribution to all television 
stations beginning late in September. 
Called The Sad Story of Sidney S. Snickel- 
grass, Jr., the new TV spot tells the story of 
Snickelgrass, who finds a magic lamp, rubs 


A scene from “ 


The Sad Story of...” 








it, and commands the attendant genie to send 
all “foreigners” back where they came from. 
The genie agrees to perform as ordered but 
warns that all exiles may take all the things 
they have created with them. 

So, “roads built by Slovaks and farms of 
the Swedes and mills built by workers of hun- 
dreds of creeds” are all loaded on ships and 
sail away leaving Snickelgrass all alone on the 
barren shore. Marian Anderson, the Marx 
Brothers and Jack Benny wave goodbye from 
the ship and the last one departs. Even the 
genie goes back to Bagdad. 

The Sad Story . . . is a semi-animated film, 
produced in black and white on neutral gray. 
Original music and lyrics are performed by a 
singer with guitar. Edward Royal directed 
and produced the film for the Advertising 
Council. 

Television stations may use the film as 
insertions on either sponsored sustaining 
programs or as between-program spots. 


Re: Paid Commercials for the Theatres 

*% Moviegoers in some of the big houses, 
accustomed only to straight entertainment 
films, newsreels and occasional “appeal” shorts 
run in the public interest, have, during the 
past six months, found themselves viewing a 
frankly commercial short subject. Some 25 
million cinema fans have seen The New To- 
baccoland thus far, and over 8 million have 
viewed Out From Tobaccoland, another, and 
newer, Chesterfield picture. The interesting 
part about this is that a great part of the 
circulation has not been piled up in just third 
run popcorn houses but in top grade metro- 
politan and suburban theatres. 

Back of this organized campaign is a new 
distribution firm, Tom Connors Associates, 
which specializes in getting selected eight 
minute sponsored films into big time theatre 
chains and large independent houses. Tom 
Connors is a former executive of Loew’s Inc. 
and 20th Century Fox. In 35 years in the 
theatrical film business he and his associates 
have gathered enough contacts and influence 
to step in confidently where others have tread 
but lightly and carefully. 

Connors Associates’ operations are frankly 
commercial in every respect. Cost to the spon- 
sor is a flat 114 cents per person, and out of 
this everyone handling the picture gets a 
specified cut—the exhibitor, film handler (Na- 
tional Screen Service) and Connors Associates. 

For this fee, the sponsor gets an advance 
notice of booking, a guarantee that the film 
will run at every performance (sponsor's local 
representatives may also check this) and a 
certified accounting of audience total, exactly 
that upon which the exhibitor’s rental fee fon 
the feature film is based. 

Naturally, no outright advertising films can 
be serviced in this manner. Connors Associates 
limits this service to those films which are of 
general public interest and in which the prod- 
uct plugs are not rampant. Time limit is in 
the general range of eight minutes. 

Beginning this fall Connors will start theat- 
rical distribution for two new films sponsored 
by Corn Products Company and the Alexandet 
Smith Carpet Company. * 
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A. full-time admirers of fine color photography, our respect has 


long been Frankfort Distillers’ for their fine magazine color campaign on Four 


Roses whiskey. 


And so it was a pleasure to be called upon by Frankfort for a film presentation 
addressed to national liquor wholesalers and dealers, previewing the company’s 
plans for fall merchandising of Four Roses and its two other brands— Hunter and 


Paul Jones. 


The camera also reviews previous display achievements for bar, restaurant, and 
liquor stores. In summation, Mr. Ellis D. Slater, company president, outlines for 


dealers an estimate of present market conditions and future sales prospects. 


As neat a package, we believe, as 2 Fifths of Four Roses in a Christmas wrapper. 


FILMS FOR INDUSTRY, INC. 


NEW YORK—135 WEST 52nd STREET @ PLAZA 3-2800 


MOTION PICTURE ¢ TELEVISION « AND SLIDE FILM PRODUCTION 
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Good Public Relations on Film 


U.S. RUBBER SPONSORS “LITTLE LEAGUE BASEBALL” 


tw MANY A GIANT 
spends hundreds of thousands of 


CORPORATION 


dollars sponsoring radio shows of 
27 minutes pure entertainment 
just for the opportunity of getting 
three minutes of advertising time. 
Thousands are spent on art and 
graphic production to get eye 
catching magazine and billboard 
attention, just for the opportunity 
of putting the selling copy in 
smaller type after the reader has 
been bemused by the “stopper”. 

An excellent example of one 
company which takes great pains 
to provide more than advertising 
in a public relations film is the 
United States Rubber Company. 
For several years now US Rubber 
has been turning out good, inte1 
esting films on such subjects as 
the Minneapolis Aquacade, golf 
tournaments, Soap Box Derby and 
so on. That the company gets a 
plug in cannot be denied (Swim- 
ming caps, golf balls, tires, etc.) 
but the main point is that some- 
thing more than plugs is o/fered. 

Latest and perhaps best in this 
series is a new film released last 
month called Little League Base- 
ball. Baseball for boys 8-12 years 
old has been burgeoning for sev 


eral years until now there are 
13,000 boys in 22 states taking part 
in the organized Little League. 
Over 900 teams were entered in 
this year’s competition, all out- 
fitted in standard uniforms and 
playing with standard equipment. 


Aso Sponsors “Worvp” SERIES 


Individual usually 
sponsored by local business men 


teams are 


in each community, although 
everything is strictly amateur and 
non-profit. US Rubber, while 
avoiding too blatant publicity, has 
maintained a solid interest from 
the beginning of the venture and 
annually acts as host to the visit- 
ing teams in the Little League 
World Series playoffs at Williams- 
port, Pa., the founding city. Aside 
from the fact that most of the 
Little League Keds, 
made by US Rubber, the tangible 
return to US Rubber is small 
compared to the enormous satis- 


boys wear 


faction the company gets from 
sponsoring a really worthwhile 
activity for youth. 

The new film, Little League 
Baseball, documents the activities 
of the league in general and is 


high-lighted by a heart warming 


JEERLESS 
FILM TREATMENT 


.--the original 
vapor-in-vacuum 
film process... 


Prerwess 


“MAKES FILM LAST LONGER” 


WRITE FOR FULL DETAILS 


Ly FILM PROCESSING 
dd ‘dim CORPORATION 


165 WEST 46th STREET, NEW YORK 19, N.Y. 


play-by-play account of the cham- 
pionship playoff between the Lock 
Haven, Pa. club and St. Peters- 
burg, Fla. 

Little League Baseball is dedi- 
cated to Babe Ruth and is en- 
dorsed by Baseball Commissioner 
Chandler, Will Harridge of the 
American League and Ford Frick 


4 scene from “Little League Baseball” 


of the National. Frick was so 
delighted with the film at a pre- 
view showing in New York last 
month that he offered to announce 
two innings of this year’s game on 
the radio, sharing honors with 
Ted Husing. He also offered the 
services of National League um- 
pires to officiate at the 1949 small 
fry classic. 

Little League Baseball is now 
being distributed by US Rubber 
in the 16mm version, and a 35mm 
short of the same subject is play- 
More 
than a few theatre operators have 


ing several theatre chains. 


watched the film and promptly 
decided to sponsor a local team 
themselves. 

This year, producer Emerson 
Yorke expanded his services be- 
yond filming the 1949 event by 
undertaking direction of all com- 
munications. Upshot of this was 
the attendance of all four major 
newsreels at the final game, plus 
television film units, radio and 
press coverage. A few strategically 
placed, signboards insured that 
US Rubber got at least a few plugs 
across as host for the event. 


MANY SIMILAR OPPORTUNITIES 

In Little League Baseball, the 
film and public relations venture, 
US Rubber has only a small in- 
herent tie-up (some of the kids 
wearing Keds) but by latching on 
to the series as “host”, a beauti- 
fully chosen word, reams of fine 
publicity have been developed, 
including a feature story in the 
Saturday Evening Post. Several 
astute observers of the commercial 
film field see in this type of thing 
a noteworthy trend. There are 
many interesting ideas and events 
happening today that would pro- 
vide excellent sponsored documen- 
tary films. It is only necessary to 
follow the path of such firms as 
US Rubber, General Motors, Fex- 
as Company, Nash-Kelvinator, Es- 
so, etc. to see where this may lead 
in I6mm audience popularity. @ 





—— MOTION PICTURES 





SLIDEFILMS 


TELEVISION 
COMMERCIALS 





SELLING . . .TEACHING . . . TRAINING 


Complete Studios and Modern Laboratory 


ATLAS FILM CORPORATION 


1111 South Boulevard 


Oak Park, Ilinois 
Est. 1913 


Write for booklet ‘Producing Your Film" 
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BRINGING 
FE TO 
EXHIBITS 


PROVIDING 
RECREATION 


“DL — De Luxe Portable Triped © 
(Shown cbleng for movie © 
2B 


"WE" — Professional Type Roepe 
projection) 


and Pulley Screen 
oe 


© matter how good your pictures are — 


ey can only be as effective as the screen upon which they 

* shown. A Radiant projection screen, showing your 

pictures twice as bright . . 
your shows. 


. can make a world of difference 


Millions of mirrors make the amazing difference — 


bringing slides and movies to life with a warmth and natural- 
ness you never thought possible! Black-and-white pictures are 
sharper, clearer . . . color shots reveal new beauty and rich- 
ness. The secret of this superior performance lies in the 
millions of tiny glass mirrors firmly embedded in the snowy 
white Radiant screen surface . . . each one reflecting light 
instead of absorbing it. 


A Radiant screen for every need — 


makes possible a better show every time ...no matter where 
you put it on. The complete line of 1950 Radiant projection 
screens includes portable models, screens for wall or ceiling 


mounting, portable outdoor screens... in every needed size. 


Medel “K" 
Triped Screen 


CONSUMER 
DEMONSTRATOR 


“O" — Large 
Portable Screen 
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TRAVELING 
DEMONSTRATOR 





DEALER 
TRAINING 


BUILDING 
COMPANY 
LOYALTY 


“EASEmatic™” 


OUTDOOR 
SHOWS 


**Fold-Pok"’ — indoor or Outdoor 
Folding Screen 


» | Rochester, N. Y. 


RADIANT 


Reg U.S. Por. 


ee ae 


PROJECTION SCREENS 


for every purpose 


SEND FOR ILLUSTRATED CIRCULAR 
Write today for complete prices and speci- 
fications on the new line of 1950 Radiant 
Projection screens. 


RADIANT MFG. CORPORATION 
1243 S. Talman Ave., Chicago 8, Illinois. 
Gentlemen: 

Please send me full details and prices on your 
new 1950 line of projection screens. 


Nome 





Address. 





City 





Zone_____State. 
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Bruce Aldon Associates Release 

| New Securities Promotional Film 

| @ Bruce ALpon Associates of 34 
| State St, Rochester, New York, 
| have announced release of a sound 
|color film Progress and Power in 
| Rochester and the Genesee Val- 
ley which is to be used to line up 
| nation-wide security dealer sup- 
|port for the sale of stock. The 
film is jointly sponsored by two 
power and light companies and 
jan investment house, and _ is 
thought to be the first film in the 
| field of large scale securities pro- 
| motion. 

The negotiations whereby the 
General Public Utilities C orpora- 
|tion of New York is selling its 
100% ownership of the Roches- 
| ter Gas & Electric Corporation of 
, are explained in 
| detail. Showings were held this 
}month in eight coast-to-coast fi- 
nancial centers. 

The first part of the film is an 

outline by the president of the 
| background of the sale. Then fol- 
jlows a study of the operations 
| and facilities of the Rochester 
‘company. This second portion 
_will later be used for public and 
industrial relations purposes. The 
| film closes with a detailed analysis 
‘by an officer of the First Boston 
| Corporation, as a representative 
|of the investment dealer man- 
|agers, of the manner of dealer 
| participation in the program. 
| Air Force Films Training Program 
@ The United States Air Force 
has recently released a 10 minute 
black and white film New Wings 
for Peace which tells the story of 
the peacetime Air Force. A young 
|man is shown entering Randolph 
Field, Texas, and the highlights 
of his training there are pictured, 
ending with his graduation. New 
Wings for Peace was produced to 
show how new men are joining 
the Air Force to take the place of 
the war fliers who have been dis- 
charged. 

TV Color Film Trouble in Tubes 

@ Differences in transmission of 
the same color film when the film 
goes out over different TV trans- 
mitters, has been reported by THE 
INSTITUTE OF VISUAL TRAINING of 








Here’s a complete two-color graphic guide to best 
presentation of all 16mm motion pictures and 
slidefilms, recordings, etc. Easy step-by-step les- 
sons, charts, diagrams, etc. help field men, 





USE THE AUDIO-VISUAL PROJECTIONIST’S HANDBOOK FOR GOOD SHOWINGS 


trainees, etc. put on good film performance. Order 
today at $1.00 per copy postpaid from BUSINESS 
SCREEN MAGAZINE, 812 N. Dearborn St., 
cago 10, Illinois. 


Chi- 








New York City. The trouble was 
|traced to what are called “mar- 
ginal tubes.” Some TV transmis- 
sion tubes are apparently infinites- 
imally different and this difference 
makes some tubes better for color 
TV. To prevent difficulties, most 
stations first test TV color films 
on a closed channel and if recep- 
tion is unsatisfactory, they are not 
transmitted. 
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This sensational new record 
cuts costs up to 427 





More Program time per 12” Dise than on present 16” Record! 


COLE MDT 


(Lp) Long Pla ying x Micro groove 


TRANSCRIPTIONS 





Before you start any slide film project—see and hear 
this great new LP record. Call, Wire, or Write 


Colaba. Transcriptions 


A DIVISION OF COLUMBIA RECORDS @ 
le-Marks ‘’Columbio” and @E Reg. U. S. Pat. Off. Marcas Registra dos (\p) Trade Mork 
New York: 799 Seventh Ave., Circle 5-7300 
Los Angeles: 8723 Alden Drive, BRadshaw 2-5411 
Chicago: Wrigley Building, 410 North Michigan Ave., Whitehall 6000 





CAMERA EYE 


Coming Sales Campaign Outlined 
In Johnson & Johnson Slidefilm 

@ Emergencies Don’t Wait is the 
title of a color slidefilm produced 
for JOHNSON & JOHNSON, surgical 
supplies, by Sarra, INc. 
YOUNG & Rusicam, IN¢ 
ing agency. 


through 
, advertis 
The film is to be used 
to acquaint the company sales 
force of the full details of Johnson 
& Johnson's coming 
paign. 

Ihe potential customers for 
Johnson & Johnson products are 
pointed out, citing the percentage 


sales cam 


of homes that are logical markets 





Emergencies Don’t Wait” 
) lor specified products The prod 
puct displays and advertising plans 
fare photographed from life but 
jexplanations and other factual 
Pmaterial are given cartoon treat- 
ment. 


‘ 


Supervisors of production for 
Young & Rubicam were John 
reese and Pyrmen L. Smith. Car 
Moon characters were created by 
George Dedecker and Carl Schranz, 
production script by Helen A. 
Krupka under the direction of 
Joseph G. Betzer, and production 
manager was Harry W 
with Sarra, Inc. 


Lange; all 


. * . 


Labor Economics Teachers 
Hear Jehring on Visual Aids 


@ The Third Annual Conference 
on Teaching of Labor Economics 
presented by the New York State 
School of Industrial and Labor 
Relations at Cornell University 
September 12-14, heard an address 
by Professor J]. JAMES JEHRING on 
visual aids in teaching labor eco 
nomics. Professor Jehring is a 
member of the faculty of the Cor 
nell Industrial and Labor Rela 
tions School of New York 

Other speakers were Professors 
Thomas Kennedy of the Unive 
sity of Pennsylvania, John T. Dun 
lop of Harvard, Lloyd G. Rey 
nolds of Yale, Joseph Shister of 


16A 


the University of Buffalo, Sidney 
C. Sufrin of Syracuse University, 
and Robert H. Ferguson and 
Royal E. Montgomery of Cornell. 

The conference was presented 
in cooperation with the Industrial 


and Labor Relations School. 
. >. . 


Films of Thirty-Five Lands 

Shown at Edinburgh Festival 

@ About 35 countries were repre- 
sented by over 250 films at the 
Third International Festival of 
Documentary Films which was 
held August 21-September I] in 
Scotland as part of the annual 
Edinburgh Festival. This record 
entry included about 30 films of 
feature length, while the shorts 
included outstanding experimen- 
tal and color productions. 

Films included notable produc- 
tions from Canada, Austria, Aus- 
tralia, France, Belgium, Holland, 
Denmark, Poland, India, Italy, 
Spain, Switzerland, Turkey and 
the United States. 

. * . 
Sun Oil Co. Begins Film Program 
For Fleet of Seagoing Tankers 
@ THe Sun On Company has 
recently installed motion picture 
equipment on their entire fleet of 
seagoing tankers. They are the 
first fleet owners to inaugurate 
this type of recreation for mer- 
chant seamen. The equipment 
was purchased from H. A. Mac- 
Newry of Chester, Pennsylvania, 
and included Ampro Compact 
sound projectors and Radiant 
Matte White Screens. 

The rental cost of films is being 
shared by the Sun Company and 
the Sun Marine Athletic 
tion which 


Associa- 
income 
from the sale of soft drinks aboard 
Sun Oil tankers. 
present forty complete programs 


derives its 
There are at 


and more are scheduled to be 
added soon. Feature pictures, and 
shorts on safety and other educa- 
tional subjects, make up the pro- 
grams. Each ship will receive a 
new supply of films belore it leaves 
the Marcus Hook Refinery on the 
Gull of Mexico 
ports. At present there are not 


east coast for 


enough pictures for a new  pro- 
gram every day, but scheduling 
second showing enables those on 
watch to see programs at a later 
date. 

Crewmen are being trained to 
handle the projectors, and films 
are being shown on deck when 
weather permits. During rainy o1 
cold weather they are shown in 
the mess halls. An evidence of 
the enthusiasm with which the 
films are received is shown by the 
fact that individua! crews are tak 


ing collections at the end of each 
voyage, so that additional films 
may be rented. Films, Inc., is 
handling the rental of many of the 
features. 

The idea for the program seems 
to have come from the film pro- 
grams presented on U.S. Navy 
vessels during the War. An in- 
teresting side note is that the pro- 
grams have even received editorial 
mention in the “Daily Worker.” 


. * >. 
Association Films’ New Catalog 
@ Association Fits, INc., has 
released the 35th edition of its 
Catalog of Selected Motion Pic- 
tures which lists more than 1,300 
titles of educational, religious and 
entertainment films, including a 
hundred sponsored pictures of- 
fered free for group showings. 

85,000 copies of the catalog are 
being distributed to churches, 
clubs, industries, school and com- 
munity groups. Requests for the 
catalog may be sent to Association 
Films, Inc., 35 West 45th Street, 
New York; 206 South Michigan 
Avenue, Chicago; 3012 Maple 
Avenue, Dallas; or 351 Turk 
Street, San Francisco. 
Communication Research Group 
to Distribute Israel Films 


@ Arrangements now completed 
make the BuREAU OF COMMUNICA- 


TION Researcu, INnc., 13 E. 37th 
St., New York 16, the distributor 
of three notable documentary 
films that recount the recent his- 
tory of the state of Israel. Pro- 
duced by PALestine Fitms, INc., 
the one Israeli production com- 
pany in active operation before 
and during the recent war, the 
subjects include The House in the 
Desert, Israel Reborn and Israel 
in Action. 

The House in the Desert was 
awarded first documentary prize 
at the Venice Film Festival of 1948 
as well as second prize at the 
Prague Motion Picture Festival 
held the same year. 


Kodak Completes Mexican Plant 
With Extensive Film Facilities 
@ Eastman Kodak has completed 
construction on its new two-story 
building in Mexico City and will 
move in shortly. The new struc- 
ture contains 35,000 square feet, 
was built to meet specific needs of 
the company, and will provide 
service space for receiving, storing 
and shipping of stock; accounting 
offices, management offices; show- 
room and sales center for medical, 
graphic art, audio-visual, indus- 
trial and amateur photography. 
Other features of the building 
include a model studio, a teaching 
laboratory for demonstrations and 
a projection room. ® 





Open All Year 
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LEISURE 


All that the name implies is re- 
flected in the Sapphire Blue Sea... 
Private Swimming Pool... Gay Cabana 
Club, Air Conditioned Sea View Dining 
Room and Cocktail Lounge and the 
Dance Patio where swaying palms and 


enchanting music make magic in the 


moonlight. 


MIAMI BEACH 
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GREAT INDUSTRIES HAVE 


GREAT STORIES TO TELL 


§ 


All the drama of diseovery—the strivings of the great American scientist who pioneered so courageously across the frontiers of electrical 


communication—come to life in the 30-minute sound motion picture, “MR. BELL” 


created for the Bell Telephone System by RKO Pathe. 


“Mr. Watson, come here! I want you!” 


... magic words! 

...words that said, “OPEN, SESAME,” to 
a wonderful new medium of communications 
and service! 

...the first words ever heard over a 
telephone! 

One of the greatest chapters in the history 
of American inventive genius and enterprise, 
the story of Alexander Graham Bell is a pub- 
lic relations asset of great worth to the Bell 


Telephone System. That is why the Bell Sys- 
tem turned to RKO Pathe to make this story 
live again through the medium of a sound 
motion picture! 


The resultant 30-minute film, “MR. BELL” 
has been seen, in 26 months, by nearly 
9,000,000 people from coast to coast! This is 
Public Relations with real impact .. . It is 
one of many ways RKO Pathe Motion Pic- 
tures serve American industry today. 


Only RKO Pathe Offers: 


1. A Firm Price for Your Film — a price 
that meets all competition, quality for quality. 
2. Guarantee of Satistaction no down 
or progress payments. You pay nothing unless 
you are thoroughly satisfied. 


3. Best Facilities in the Industry — com- 
pletely equipped studios in both New York 
and Hollywood. 


4. An RKO Pathe Production — {or forty 
years the hallmark of great pictures. 


RKO PATHE, Inc. 


625 Madison Avenue, New York 22, N. Y. 


PRODUCERS OF BETTER COMMERCIAL AND TELEVISION FILMS FOR INDUSTRY 
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Mail This Coupon Today! 
We will be glad to furnish you with 
full facts about RKO Pathe’s unique 
facilities. Most important, it will pay 
you to learn about our poliey— cus- 
tomer ownership of script, no pay- 
ments until final picture is accepted, 
other advantages. 

Please attach this coupon to your 
letterhead and mail today. 


Name 
Title 
Company 


Address 
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when you buy a bulb for your projector 





...and get all these advantages 


*& Maximum light! 


es 


* More uniform screen brightness 
* Dependable performance 
* Constant improvement 


For bright, clear pictures on the screen, be 
sure to ask for General Electric projection 
lamps. Research is constantly at work to 
improve them. . 


jector makers use G-E lamps as initial 
equipment. Incidentally, there’s a new look 
to most G-E Projection lamps. They've 
been streamlined inside . . . for better per- 
formance. Have you looked at one lately? 


Remember... far every photographic purpose 


G-E LAMPS 
GENERAL @@ ELECTRIC 


FOR BUSINESS FILM USERS: A COMPLETE REFERENCE LIBRARY! 


. help you get more for 
your money. That's one reason most pro- 








1e Tay : Film Guide Library, prepared scriptions covering Sports Films, Safety Films, 
ind published by the Editors of BUSINESS Sound Slidefilms, etc. Write for details on how to 
SCREEN, include: mplete source lists and de 1cquire copies of these useful Guides. 
BUSINESS SCREEN: 812 NORTH DEARBORN STREET — CHICAGO 10 
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Freedoms Foundation Cites 


| Ten Films for Awards 


@ $5,000 in cash awards for 


the ten best 16mm motion 


| pictures which help bring 
| about a better understanding 
| of the American Way of Life 


will be made by the Freedoms 
Foundation, Inc. Valley 
Forge, Pa. Entries closed on 
September 30. 

Ihe Freedoms Foundation 
is headed by advertising exec- 
utive Don Belding. Executive 
vice-president is Kenneth Dale 
Wells. Among its prominent 
directors are H. W. Prentis, 
Jr.; Colby Chester; Robert 
Johnson, president of Temple 
Univ.; and Dr. Fred D. Fagg, 
Jr., president of Univ. of So. 
Calif. at Los Angeles. 


Ford Film in Production 
@ Forp Moror Company is 
planning the release later this 
year of a film telling the pro- 
duction story of their 1949 
model. Early scenes show 
planning with rough pencilled 
sketches and then the camera 
follows the evolution of the 
design through the compli- 
cated process of drawing up 
finished plans and finally put- 
ting the model in production. 
RaApHaet G. WoLFF Stuptos 
are in charge of production 
have 


and had three crews 
photographing scenes at Ford 
plants in seven states. The 


film will be in color and will 
feature “musical narration” 
using a sixty-piece orchestra 
and mixed chorus of twenty 


five voices. 


National Film Society of Canada 
To Distribute Safety Pictures 

@ THe NATIONAL Fi_m Soct- 
ETY OF CANADA has obtained 
Canadian rights for release of 
all NATIONAL SAFETY COUNCIL 
films. The new plan is ex- 
pected to diminish delays in 
distribution caused by custom 
rules and other restrictions. 
The entire library of the 
Council will be available for 
rental, preview or loan. Rental 
charges will be $3 for the first 
day or $5 the first week. A 
free catalog of films available 
can be obtained by writing 
The National Safety Council, 
20 N. Wacker Drive, Chicago, 
Illinois. Films should be 
booked directly from National 
Film Society of Canada, 172 
Wellington St., Ottawa, On- 
tario, Canada. 
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* * YOU GET REPORTS like these from your salesmen every 
day and will continue to do so until you do something about 
it. When you do nothing your men feel that you condone their 
ineffectiveness and all remains confusion. 
... to be confused is to go around in circles: to be con- 
cerned is to find a way out...’ 


* * BUSINESS LEADERS are constantly indicting management 
for being more lethargic than their salesmen... 


.. more people know how to make things than know 
how to sell them — we need aggressive salesmanship 
again...” 

... management has shiny pants from sitting too long 
on wartime profits; they need to get up and walk 
around...” 


... management must realize that the future of business 


rests squarely upon the shoulders of their salesmen...” 


NOW IS THE TIME 


“Satisfied with his 
present source / 


7 uP ” 





*...management’s attitude toward sales reflects itself 
down to their salesmen...” 


. . salesmen look to management for leadership all the 
way...” 

* * ROCKETT PICTURES, INC.—recognizing the dire need— 
has created a powerful tool for management—a series of eight 
thought provoking, action stimulating sound slide films. This 
series is packed with advanced techniques for use in retraining 
older salesmen and training newer men who have not heard 
today’s sales resistances—there hasn't been a competitive market 
for ten years. 


* * THE “SLEEPING GIANT SERIES” of Aggressive Selling 
Films is designed for alerted firms who are ready now to 
revitalize their sales activities. 


* * WRITE NOW for details and arrangements to screen these 
powerful films for you in your office. 


TO BE CONCERNED! 


Rockett Pictured, inc. 


6063 SUNSET BOULEVARD «+ 


HOLLYWOOD 28, CALIF. « 


GRANITE 7131 


CREATORS OF VISUAL TRAINING PROGRAMS SINCE 1925 
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REPEAT BUSINESS 


Means Performance 


PERFORMANCE 


Means Repeat Business 


AUDIO HAS MADE 


16 Films for the American Telephone & Telegraph Co. 
15 Films for the Ethyl Corporation 


9 Films for the Ford Motor Company 





5 Films for the Texas Company 
5 Films for the Western Electric Company 


5 Films for the General Motors Corporation 


There is more of this 


REPEAT BUSINESS 


im this booklet 


Send for A FEW FACTS ABOUI 
AUDIO PRODUCTIONS, ING. 


AUDIO PRODUCTIONS, INC. 
630 NINTH AVENUE ¢ FILM CENTER BUILDING 
NEW YORK 19, N. Y. 
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They Show Films Everywhere 


HIGHLY PORTABLE PROJECTION BRINGS THE LIGHTED SCREEN 
TO PLANT FLOORS, ON RAILROADS, AIR LINERS AND AT SEA 


HE RECENT INSTALLATION of 16mm sound 

motion picture equipment on the en- 

tire fleet of seagoing tankers of the Sun 
Oil Company is a vivid reminder of the unu- 
sual mobility of modern projection equip- 
ment. But a thousand or more industrial 
plants using regular employee movie programs 
all across the country could furnish plenty of 
additional evidence on that score. 

They are showing noon-hour and after-shift 
film programs in warehouses, locker rooms, 
cafeterias and odd corners on the plant floors 
with little difficulty. What seemed like an 
insurmountable obstacle a few years ago has 
been overcome by the equipment designer and 
the ingenuity of these plant men and women 
in charge of such showings. 

RAILROADS PROVIDE MOBILE PROJECTION 

As recently reported in these pages, em- 
ployees of the Illinois Central and Seaboard 
Airline railroads are seeing films projected on 
specially-built, self-contained mobile projec- 
tion units which meet their worker audiences 
anywhere along the track. Other railroads are 
showing recreational films to passengers in 
converted theatres set up in dining and lounge 
cars. The Baltimore & Ohio has been a pio- 
neer in this respect. 

lransatlantic airline passengers have also 
enjoyed 16mm projection of films while thou- 
sands of feet over the ocean. Here are a few 
of the tricks employed to put on a film show: 

Wherever daylight interference is encoun- 


tered, the shadow-box arrangement around 
the screen is a practical answer. But numerous 
shows are also being staged with a mirror ar- 
rangement at the projector and an overhead 
translucent rear-projection screen. 

Use a 750 or 1000-watt lamp for all these 
employee gatherings of any size; too little 
light is a handicap to real enjoyment of any 
motion picture or slidefilm program. 


New Proyecrors LIGHTER AND BRIGHTER 

Notable improvements in projection equip- 
ment have been in lightness and brightness. 
Coated lenses and better optical arrangements 
have assured the latter advantage on new 
makes of equipment and the trend is also to- 
ward maximum portability with lighter but 
strong metals prevailing. Training of opera- 
tors from among plant personnel is highly 
desirable. Tanker crewmen of the Sun Oil 
Company were trained to handle their sea- 
going shows; many concerns have trained 
groups of their workers to handle the movie 
equipment so that an ample supply of opera- 
tors is always available. 

The film medium has proven its useful 
place in training, safety education, etc. and is 
achieving widespread popularity for employee 
morale and informational showings. Those 
who plan such programs can count on few 
difficulties from the standpoint of physical 
projection and equipment operation. They 
show films everywhere these days. a 


These Sun Oil tanker crewmen now enjoy regular l6mm film showings at sea. 
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HELPFUL SUGGESTIONS 
‘*Movie Day’ 
with your plant employees 


, 


for planning a 


* Here are some good ideas suggested by plant 
executives and employee program chairmen 
who have successfully used 16mm sound films 
in their plants, offices and warehouses during 
recent months: 


1. Show Films on a Regular Schedule: irregu- 
lar or “special event” showings over-emphasize 
the importance of the occasion. “Movie Day” 
should be established on a specific day each 
week as a regular continuing activity. 

2. Attendance Should Be Voluntary: compul- 
sory attendance turns the occasion into a 
management lecture. “Movie Day” is your 
employees’ own program to improve relations, 
improve attitudes, interest and enthusiasm. 


3. Films Should Be Informative As Well As 
Entertaining: weekly programs should be well- 
balanced and diversified. “Movie Day’ loses 
its significance if it becomes monotonous with 
too many “training” films. But workers have 
shown a marked preference for good sponsored 
films on consumer education, health and hy- 
giene, homemaking, sports, and travel. 

4. Use Good Showmanship in “Movie Day” 
Prom»tion: firms now sponsoring employee 
group showings find attendance improved 
when plant bulletin boards, employee papers, 
and other publicity channels are used. An- 
nounce showings in advance; tell about the 
pictures to be shown. 


5. Workers Show Preference for Films on the 
American Way of Life: recent polls of indus- 
trial workers in an Illinois company placed a 
sponsored film showing how opportunity fa- 
vors the American worker as “first choice” 
among three types of audiences, men, women 
and mixed groups. Other groups have asked 
for equally informative subjects—BUT don't 
show them more than once a month and then 
as a part of the regular weekly film program. 
6. Noon Hour or Cafeteria Showings Prove 
Popular: this is the time and the place for 
a good employee program. Use good sound 
projection equipment. Technical difficulties 
are fairly easy to overcome in most instances. 
Projectors are easy to set up and will operate 
with little trouble. 

7. Provide a Regular Place for Plant or 
Office Showings: many plants have set aside 
a regular room or hold their programs in the 
cafeteria. Set up the projection equipment 
to best advantage and maintain the same 
standards for a good showing all year around. 
8. Appoint a Film Chairman: place the re- 
sponsibility for booking or previewing films 
with a single individual who can check the 
program regularly, 

9. Use Good Projection Equipment: a good 
audience deserves the best in light and sound 


for the show. That’s worth repeating. 


10. Make Sure the Room is Well-Ventilated: 
don’t hold film showings in crowded, badly 
ventilated shop or closed office, e 
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rasting black and white this production scene made during the 


> Boston Symphony Orchestra on the tage. 
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LENS-EYE VIEWS ALONG THE PRODUCTION LINES 


amera composition of this production scene during the mak 
Textiles Unlimited’ at the Hollywood studios of Raphael G. 
elf is a report to the textile industry on how textile mills are 
ical but eye-pleasing 20-minute color motion picture of wide 


Showings are currently scheduled for textile groups. 


State Department Films the Berkshire 


Music Festival for Overseas Showings 


“THE TANGLEWOOD STORY” 


* The people of thirty five foreign countries 


will, in the next few months, see the motion 


picture, The Tanglewood Story (provisional 
title), produced in 35mm _ black and white 
sound, by MPO Productions, Inc., New York, 
for the U.S. Department of State. 

Filmed at Tanglewood, Massachusetts, the 
film reveals the activities of the Berkshire 
Music Center where musicians, composers and 
music students from all over America come to 
study and work together. The film was made 
during the recent annual Berkshire Music 
Festival, and includes extensive footage on 
actual rehearsals and performances olf the 
Boston Symphony Orchestra, with Dr. Serge 
Koussevitzky, the founder of the Berkshire 
Center, conducting. 


Founpep By Serce Koussrvitzky 


In speaking of Dr. Koussevitzky, Irene Wil 
son of MPO, script editor for the film, said, 
‘Besides being a perfect conductor, Dr. Kous 
sevitzky was an exceptionally good actor. He 
could repeat an identical performance fon 
every take.” Koussevitzky’s idea behind the 
founding of the Berkshire Music Center was 
to give young American musicians a start, 
a place where they could work with the finest 
musicians of the time and also perform them 
selves. 

One of the highlights of Tie Tanglewood 
Story is the performance by the Boston Sym 
phony Orchestra of Randell Thompson's new 
composition, “The Last Words of David", 
written in honor of Dr. Koussevitzky’s twenty 
filth anniversary with the Boston Symphony. 


Firmep UNper Dirricutr Conpirions 


Larry Madison of MPO Productions, di 
rector of the film, has captured the true at- 
mosphere of photogenic Tanglewood. The 
complications of making such a film were 
many. It was extremely difficult to get the 
big music halls free to light and equip for 
sound. The musicians at Tanglewood were 
busy from dawn until midnight in their at 
tempt to make perfect music, while the cam 
era crew was intent on making a technically 
and musically accurate film. Only through 
complete cooperation of the Berkshire group 
and the large audiences who came to see and 
hear the Music Festival was MPO able to 
put The Tanglewood Story on film. 

At present The Tanglewood Story is sched- 
uled for foreign distribution only, but because 
of the great numbers of people within the 
United States who are unfamiliar with this 
leading American cultural center, steps may 
be taken in Washington to also release the 
film in the U.S. 

Other films originally produced for the over 
seas program of the State Department have 
been released for U. S. showings. A note- 
worthy example is the Arturo ‘Toscanini 
film Hymn of the Nations. . 
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One of the col 


HIS) OPULENI PECHNICOLOR 
sound motion picture relates the fas 
cinating and romantic legends from the 


history of cheese but it also presents a unique 


combination of rich entertainment, eye-ap- 
pealing color and a boundless box-office po 
tential in the years ahead for its sponsor—the 
Kraft Foods Company. 

The Cheese Family Album is the appropri- 
ate title of Kraft’s historical narrative motion 
picture “cavalcade” of the legends of famed 
Camembert, Cheddar, Edam, Swiss and the 
first “Welsh Rabbit.” Otto Kruger, playing 
himself as an amiable Hollywood garden party 
host, is the story-teller who shares his gour 
met’s interest in this basic and historic food 
as the Technicolor cameras of Wilding Picture 
Productions, the producer, film the legends 
recreated from ancient to modern times. 


RESEARCH AssuRES ACCURATE PORTRAYAI 

There's plenty of audience appeal in these 
historic episodes but they are also painstak- 
ingly accurate — as countless hours of research 
will validate. Actual location sequences filmed 
overseas especially for The Cheese Family 
ilbum add to its authenticity and interest. 

The Arabian traveler’s discovery of cheese 
in pre-Biblical days; the creation of the first 
“Welsh Rabbit” by a harried but ingenious 
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authentic sequence 


The Cheese Family Album 


Kraft Foods Presents 
“Cheese Family Album” 


A TECHNICOLOR MOTION PICTURE 


cook in a beseiged Wales castle; Daniel Defoe’s 
visit to early Cheddar where cheese was made 
for the king's tithe — these are a few of the 
stories brought to life in Kraft's Album. 


NAPOLEON NAMED It CAMEMBERT 


\ colorful costume sequence depicts Napo- 
leon's “discovery” of Camembert while dining 
with his staff in that French village. Audi- 
ences also see the story of the Swiss “lifetime” 
cheese and visit Holland’s famed Edam. 

America’s historic role in the modern de 
velopment of cheese manufacture begins in 
the past century as our early cheese-makers 
sought uniform quality for their product. 
The logical place of Kraft as one of the pio- 
neers in the modern production and market- 
ing of this product is faithfully portrayed. 

Sequences include today’s skillful and scien 
tific processing of cheese in the sponsor’s ultra- 


modern plants. The careful controls which 


depicts Napoleon’: 


assure uniform quality are carried through 
from farm to the consumer. 


\ Ho_ttywoop Cast or Sevenry-Fivt 

In addition to the personable Mr. Kruger, 
The Cheese Family Album cast also features 
Rosemary LaPlanche and Kraft’s familiar 
radio program announcer, Ken Carpenter. A 
supporting cast of seventy-five others were en- 
gaged in this Technicolor production. 

The character of this picture lends itself 
admirably to colorful settings and _ brilliant 
costuming and in this respect the film is an 
eye-filling example of the best that Wilding 
and Technicolor can combine to produce. 
R. P. Hogan supervised the production fon 
the sponsor. 

Several hundred prints have already gone 
into the 26 nation-wide film libraries of 
Modern Talking Picture Service, Inc., who 
are handling the physical distribution of The 
ilbum for Kraft. Although distribution was 
largely withheld until September, indications 
are that the film will have tremendous audi- 
ence demand through the fall and winter 
months ahead. Both school and adult groups 
may book the 16mm sound motion picture 
prints. We predict record-breaking audience 
demand for this outstanding example of the 
best in sponsored films available today. e 
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Packaged Salesman 


THE PAPERBOARD INDUSTRY FILM 


*% National release is announced for Paper- 
board Packaging, a new 32-minute 16mm com 
mercial film in color about paperboard and 
folding paper cartons as used in modern pack 
aging. The film was produced for the Con 
tinental Paper Company and Alford Cartons, 
of Ridgefield Park, New Jersey 


, 
tributed by Association Films, Modern Talk 


It is being dis 
ing Picture Service, and the public relations 
departments of the sponsor companies. 

The sales problem of the two associated 
companies was a difhcult one, but not too 
unusual. The printed cartons are sold by the 
millions and tens of millions to a relatively 
small group of consumer goods manufacturers. 
The paperboard is sold by the thousands of 
tons to a limited number of carton companies 
and other industrial users. General distribu 
tion of a film could be valuable only from a 
public relations standpoint—but it is in the 
specifu one-time showings to one cr two key 
men, that A. B. Huyssoon and F. C. Williams, 
respective sales managers of the Continental 
Paper Company and Alford Cartons, expect 
the film to pay off 

\n added sales angle for the sponsors is the 
close relationship between the paperboard 
manufacturer and the folding carton company 

he wide distribution of goods packaged 
in paperboard, supplemented by its use in 
book covers, children’s games, candy boxes, 


and the other stiff containers known to the 


trade as set-up boxes, has prompted the spon 


sor to distribute the film to consumer groups. 

Paperboard Packaging was produced by 
James E. MacLane of Film Associates. A full 
musical score and dramatic narration are 
among its features. Color is Commercial Ko 
dachrome, an aid to product appeal. 


Paperboard Packaging” 


... They are “Partners in Progress” 
Progressive Rural South Is 
Theme of Southern Bell Picture 


* The Southern Bell Telephone Company 
has “covered” the new South in the recent 
20-minute color motion picture Partners in 
Progress. The film is a factual and highly 
interesting account of the progressive post 
war rural South as well as this regional tele- 
phone company’s progress in meeting its in- 
creased telephone demands. 

Six months of location shooting by pro- 
ducer Charles Beeland, Atlanta film maker, 
helped make this good documentary a realis- 
tic report of the region’s growing prosperity 
and of the technical progress to match it. 
Southern farmers Albert Floyd, L. H. Benson, 
and others fill the leading roles beside the 
real-life cast of Southern Bell plant, commer- 
cial, and trafhe workers. Charles Thorp, in- 
Southern Bell, 
worked in close collaboration with the pro- 
ducer, and with O. 1 


formation supervisor for 
Robinson, rural service 
supervisor, 
DistRiBUTION: Following its premiere show- 
ing this past summer at a new rural project 
site in southeastern Georgia Partners in Prog- 
ress is being released for general showings in 
the region served by Southern Bell. 


in action: when consumers make retail purchases. 


Visualizing Displays 


* A 24-minute color film will aid in the fall 
merchandising program of the Frankfort Dis- 
tillers, who will show dealers the new set of 
counter, window and bar display pieces on 
Four Roses, Hunter and Paul Jones. The film 
carries a message from Ellis D. Slater, com- 
pany president. Opening with a personal word 
of greeting, the film sketches for dealers their 
future prospects in liquor sales, and explains 
the company’s new price reduction on the 
Hunter brand. 


Sotves TIME AND SPACE PROBLEM 


Time and distance are the two obstacles 
which Frankfort is trying to hurdle with its 
new picture. Each year, its advertising de- 
partment produces scores of sales helps 
clocks, artificial ice cakes, statuettes, banners, 
matches, paper weights, bottle pourers. An 
array of lithographed cardboard displays also 
spearheads its selling themes. Between the 
date these displays are completed and the cam- 
paign must start, only a small margin of time 
exists. In years past, the material was shipped 
from New York to dealer meetings in three o1 
four large cities, there assembled and ex- 
hibited to the jobbers. 

With the film, titled The Perfect Set-Up (25 
prints of which will circulate) smaller and 
more numerous mectings closer to the homes 
of the wholesalers, will be held. 

From the photographic angle, presentation 
of new displays in real, live surroundings has 
been accomplished by Films for Industry, Inc., 
through location shooting in midtown Man- 
hattan at liquor stores and bars, with the aid 
of actors and store clerks. 

A portion of the film reviews past years’ 
displays and highlights, to remind dealers of 
the support Frankfort has supplied in prior 
vears. 


Prick MessaGe Atso INCLUDED 


In his talk, President Slater explains why 

Frankfort is reducing the price on Hunter. 
\ study of industry liquor sales in 1948 re- 
vealed to the company that 44°) of sales were 
in middle price liquors, a range in which 
Frankfort has had no entry. To take advan- 
tage of this large potential market, the price 
of Hunter is being reduced. Magazine ads in 
support of this revision pass in review before 
the camera. 
PecunicAL Data: The amount of display 
material reviewed in the picture was a truck- 
load. When set up, it filled nearly three rooms. 
In order to show this subject matter without 
glazing the eyes of viewers, stress was laid by 
Dave Quaid, cameraman, on the introduction 
of movement wherever possible. Advertise 
ments were mounted and moved past the 
camera, or displayed with other eye-appealing 
effects. Long truck shots, pans, wipes, zooms, 
skilful arrangements in depth, and colorful 
backgrounds were also found successful in 
attracting an unwavering level of attention. 
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Eljer film helps Joe make it pay... 


Eljer Program Lends a 


TWIN-EDGED SELLING TOOLS 


Sponsor: Eljer Company (an activity of the 
advertising department under A. E. Thies- 
feldt, manager). 

Agency: Fuller & Smith & Ross, Inc. 

Titles: Moulders of Progress, 30 minutes, 
color, produced by Cinecraft Productions of 
Cleveland; and Joe Makes It Pay, 10 min- 
utes, color, produced by the Pathescope 
Company. 


Content: Moulders of Progress is the story of 
the manufacture of vitreous china, cast iron 
plumbing fixtures and plumber’s brass goods. 
It is a public relations appeal for the whole 
plumbing industry, making much of the value 
of plumbing and the indispensability of 
sanitation in our modern world. 

Joe Makes It Pay traces the career of a 
young man from the time he enters the plumb- 
ing business, showing how alertness to sales 
opportunities and sales promotion helped him 
become a prosperous merchant. 


Propuction TrecHNigur: Moulders of Prog- 
ress is a straight industrial story with color 
photography taken in Eljer plants in Ford 
City, Pa., and Salem and Marysville, Ohio. 
Joe Makes It Pay is a semi-animated slide 
motion film using art work cartoons. 


Part OF A WELL-ROUNDED PROGRAM 


INrENDED AupieNCcE: Either of the pictures is 
designed to stand alone for individual show- 
ing, but the combination of the two provides 
the basis for a well rounded sales meeting. 
Joe Makes It Pay is only for trade meetings 
while Moulders of Progress is also available 
for showings to civic groups and schools, etc. 


SIGNIFICANCE IN COMPANY OPERATIONS: Both 
Eljer films, along with other media, are part 
of a well rounded advertising, sales promotion, 
and public relations program undertaken by 
the company. Added to the posters, direct 
mail pieces, decals, folders, booklets, catalogs, 
the Eljer “ColorGraf”, etc., the two new films 
are offered as the company’s complete plan 
for promoting new sales techniques, sales psy- 
chology and profit making procedures. 
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Another shows “Moulders of Progress” 


Hand to the Plumber 


SUPPLEMENTARY MATeERIALs: Eljer provides a 
booklet, also titled Joe Makes It Pay, to all 
members of audiences seeing the sales film. 
The company publicizes the films to customers 
by descriptive folders, mail and publications. 


SHowincs Aimed To Hep SALEs 
MECHANICS OF DisTRIBUTION: Eljer salesmen 
arrange showings with distributor organiza- 
tions, contractor groups, builders and archi- 
tects, plumbing associations and plumbing 
apprentice schools in advance. Film bookings 
are then confirmed in the company’s adver- 
tising department at Ford City, Pa., and prints 
are shipped from there several days in advance 
of the meeting. In order to achieve the most 
use for each print, Eljer salesmen and dis- 
tributors are urged to schedule local school 
and group showings for Moulders of Progress 
on the same day as the sales meetings when- 
ever possible. 

Eljer salesmen are authorized to obtain the 
services of local projectionists to screen the 
films for trade showings, and the company 
picks up the tab for this service. 

Eljer keeps a schedule of advance bookings 
and running inventory of audience totals, oc- 
cupation classifications and reactions so that 
an analysis of results may be prepared. 


SECURITY SALES FILM 


* Early this month security dealers in all 
parts of the country were shown a 40-minute 
motion picture outlining a proposed sale of 
835,000 common shares of the Rochester Gas 
& Electric Corp. to individual stockholders 
of General Public Utilities Corp. which now 
holds the shares in bulk. 

G.P.U.’s registration statement became ef- 
fective September 8th and on that date dealers 
in New York, Chicago, Philadelphia, Boston, 
Rochester, Cleveland, San Francisco and Los 
Angeles were showri the film simultaneously. 
Showings in several other cities followed on 
successive days. 

The three sponsors claim that this is the 
first time so many widely scattered security 
dealers have been reached at one time with 
full information on a_ proposed sale. 


GAS: “OUR SILENT PARTNER” 


Sponsor: The East Ohio Gas Company, The 
Hope Natural Gas Company and The Peo- 
ples Natural Gas Company. 

Title: Our Silent Partner, 27 minutes, color, 
produced by Robert Yarnell Richie Pro- 
ductions. 

Content: Our Silent Partner tells of the im- 

portance of gas to industry and to homes. It 

shows how gas is found, and the drilling pro- 
cedures, storage and regulation necessary to 
distribute it to customers. 

Propuction TECHNIQUE: The three sponsor- 

ing companies, all subsidiaries of the Con- 

solidated Natural Gas Company, serve areas 
in West Virginia, Western Pennsylvania and 

Eastern Ohio. As each has somewhat different 

procedures and types of equipment, three ver- 

sions of the film were made. 

Scenes of drilling in West Virginia form 
some of the most interesting sequences of the 
film. Magnetic tracks of drillers speaking as 
they work were used as guides for later re- 
cording using actors to copy the words and 
inflections of the drillers. 

INTENDED AupbIENCE: Schools, service clubs, 

civic groups are the main targets. 

SIGNIFICANCE IN COMPANY OPERATIONS: Our 

Silent Partner is a broad scale public relations 

effort for the three companies in the areas 

they serve. 

Mecuanics oF DisrriputTion: The companies 

offer the film for free showings to schools and 

local groups. Thus far it has piled up several 
hundred showings for a total audience of many 
thousands. Modern Talking Picture Service 
handles the film for the Peoples Natural Gas 
Company in Western Pennsylvania. 


SALES PROMOTION SLIDEFILM 


* A new sound slidefilm in color, produced by 
Sarra, Inc. for the AXP super market system, 
will serve as a technical and sales training 
film for employees assigned to fish depart- 
ments. The film titled Fishing For Sales is 
divided in two parts so that it may be used 
in separate showings. 

Ihe first section deals with the story of 
the fish industry from fisherman through de- 
livery to the market, including processing of 
the fish. In the second section customer rela- 
tions and typical store situations are analyzed. 

The film was prepared through Paris and 
Peart, Inc., Advertising Agency. 


i¢P inspector checking the catch. 











The New Art 
of Television Films 


CREATIVE TECHNIQUES MAKE TV COMMERCIALS 
HIGHLY INTERESTING TO THE VIEWER AUDIENCE 





Below: The Electric Auto-Lite Company's imaginative TV product parade. 





Lucky Strike’s animated cigarette commercials are now widely familiar 
§ to the national television audience: agency is N. W. Ayer & Son, Inc. 
*® THE SKILLFUL MOTION PICTURE TECH 
nicians who are creating those fascinating television 
; commercials with marching cigarettes, miniature vil 
: lages, puppets, and other eye-catching devices have 


an art medium all their own. Proving again that film 
H is indispensable to video salesmanship, the Jam Handy 
Organization (producer of the TV commercials pic 
tured on this page) is blending visual entertainment 


with good selling in numerous short subjects like these. 





Below This miniature town was recently onstructed for the ‘Scotch Tape’ television om 

Pmercials of the Minnesota Mining & Manufacturing C mpany. The agency i Batten, Barton — — ——_— ——— 
tine orn, Inc. These T ore crested by the Jem Plan sanaiantion , pm TEP 

Dur & Osborn Y w reated by the Jam Handy Organiza Industrial Audio-Visual Association 


Holds Fall Meeting in New York 





*% Members of the Industrial Audio-Visual 
Association, national professional organization 
of business and industrial executives in charge 
of film activities within companies using this 
medium, will hold their annual fall meeting 
on October 13-14 at the Hotel Lexington, 
New York City. 

Gordon Biggar, Shell Oil Company, is in 
charge of the program, assisted by Merle John- 
son, General Motors; Joseph  Schiefferly, 
Standard Oil Company (NJ); Frank Howe, 
Pan-American World Airways, and_ others. 
The meetings will follow the annual fall ses- 
sions in New York of the Association of Na- 
tional Advertisers. 

J. Sterling Livingston, professor in the 
School of Business Administration, Harvard 
University, will be a guest speaker at one of 
the luncheon sessions. He will discuss the 
practical economics of sponsored films. Other 
leading topics include a discussion of the na- 
tional distribution survey project of the As- 
— sociation, review of recent member-produced 
Scoren motion pictures and slidefilms, and a discus- 
sion of new technical developments affecting 
film production and distribution, 

O. H. Peterson, Standard Oil Company 
(Indiana) is president of the organization. 


fomh até 
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HE FAMILIAR SCREEN TITLE 

“General Mills Presents” has appeared 

on a good many motion pictures and 
slidefilms in recent years. A tradition of use- 
ful service, far beyond the ordinary, has been 
growing around this milling company’s film 
program that is represented in such outstand 
ing screen contributions as these: 
ANNUAL Report Fitms: General Mills initi- 
ated the use of the screen medium in report- 
ing facts on the company’s operations to its 
shareholder family as early as 1939. Slides 
used in that year were succeeded by the first 
annual report motion picture, The Year's 
Work, issued in 1940. Others have followed. 
Nutrition Epucation Fitms: The current 
documentary film The School That Learned 
to Eat has been adjudged one of the finest 
factual films of its type. Its contribution to 
the better understanding of nutrition among 
school children has been of real importance 
in this vital area of our national welfare. 
Emptoyer Epucation: Sales training, safety 
education, suggestion system indoctrination, 
and many other forms of internal training 
and informational films have been applied 
within the General Mills organization. 
ConsuMER Fitms: Color motion pictures such 
as 400 Years in 4 Minutes (a cake-baking 
film) and sound slidefilms have aided the 
widely-known Betty Crocker home economics 
program. Films which salesmen show to feed 
ers, and dealers have played a part in the 
Larro Feed Sales program. Home Appliance 
Sales, an important new General Mills de 
velopment, have been helped by a sales train 
ing sound slidefilm series. 
Sports Fitm ProGRAM: Finally, but not least, 
are the authoritative and basic “rules” films 
which General Mills has co-sponsored for the 
thousands of coaches and athletic directors (as 
well as players) in high schools and colleges 
throughout the nation. Over seventeen million 
viewers are reported for this “Wheaties” phase 
of the General Mills film program. 

A PIONEER WITHIN Its INDUSTRY 

General Mills is in many ways a model film 
subject. This leading member of the milling 
industry has its roots back in the last century. 
Its executives exemplify the stable character 
of its operations and the films reflect the 
sincere interest of this concern in the welfare 
of not only the 12,600 men and women of its 
employee family, but also its shareholders, 
the rural Americans who supply its basic 
products, and the millions of consumers 
which it serves throughout the nation and a 
good part of the world. 

James F. Bell, a practical visionary who 
founded the company, has maintained a lively 
interest in all phases of education, including 
films, and that interest is also shared by the 
present Chairman of General Mills’ board, 
Harry A. Bullis and by the company’s presi 
dent, Leslie N. Perrin. 

Firm DePARTMENT FORMED IN 1945 

Nearly four years ago, in December, 1945, 
General Mills centered its audio-visual prob 
lems within a single Film Department. Head 
of this activity is Thomas Hope, who is re 
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Modern screening room facilities at General Mills headquarters building in Minneapolis. 





The General Mills Story 


THE BROAD CONCEPT OF PUBLIC SERVICE HELD BY THIS COMPANY 
IS REFLECTED IN THE USEFUL WORK OF ITS FILM DEPARTMENT 


sponsible to Edward G. Smith, Radio and 
Television program director, within the com 
pany’s advertising department. 

Three basic functions guide the Film De- 
partment’s operations, namely (1) produc 
tion or supervision of production of motion 
pictures and slidefilms; (2) distribution of 
existing films, a key task; and (3) still pho 
tography and photographic library. Prob- 
lems of projection and the audio-visual equip- 
ment needs of the company also fall within 
the province of this department. 

Production of General Mill films is shared 
by outside commercial studios and by a 
nucleus production staff maintained within 
the organization. A cameraman, a “still” man, 


IN PRODUCTION on a recent General Mills pic- 
ture filmed at company headquarters. 





and a librarian form this nucleus group. Ex¢ 
cellent internal projection and film handling 
facilities are maintained at the company’$ 
headquarters building in Minneapolis. 


DIsTRIBUTION A Key RESPONSIBILITY 


Although its physical film distribution re 
sponsibilities are shared by outside organiza 
tions, the Film Department averaged nearly 
300 bookings a month from January to June 
of this year through its own headquarters 
library. An average of two and one-half show- 
ings per month per print was maintained with 
a total of 23 different subjects in use, 

There is also some indication that film dis- 
tribution may be further decentralized as the 
department notes increasing demand from 
more remote sections of the country and a 
consequent loss of print travel time. 

Fundamentally, the Film Department oper- 
ates as an entity with its own budget, serving 
the many departments of General Mills. Mo 
tion pictures, encouraged when motivation is 
urgent; sound slidefilms for instruction; “min 
ute movies” for screen advertising; and lately 
silent filmstrips for grade school level use on 
an economic education theme are all included 
in the bread concept of its present duties. 


Here Are SOME OF THE Fitms Usep 


First of all, employee indoctrination and 
training films have a key role in the pro 
(CONTINUED ON THE FOLLOWING PAGE) 
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PARENT COOPERATION IS ENLISTED as teacher and pupils participate in an all-out program to 


improve children’s eating and health habits. 


(CONTINUED FROM THE PRECEDING PAGE) 
gram. The film What's Your /dea is one of 
the few on this subject sponsored by industry 
which helps promote the all-important em 
This Is Your Com 
pany, for all employees, tells about the con 


ployee suggestion system 


cern they serve—and which serves them. 
Farming for Facts is a typical film which ex 
plains their Formula Feed research program. 

Highly important in this area is a new film 
project dealing with flour mill fire preven 
tion. The economy of a film which can help 
reduce losses (and insurance rates) is evident 
This new picture, titled The Triangle of Five, 
is based on the three elements of a mill fire, 
namely (1) oxvgen (2) combustible material, 
and (: 


) ignition. Controlling any one of 
the three eliminates fire hazard The film 
should be widely useful to other members of 
the industry as well, insurance experts think 
For Women’s Groups or FARM AUDIENCES 

For women’s club circulation, two new 15 
minute sound slides were added to General 


LEARNING MORE ABOUT NUTRITION is part of 
The School That Learned to Eat” film. 
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1 scene from “The School That Learned to Eat.” 


Mills’ film library in 1948. Cash From Cou- 
pons features an animated coupon telling the 
ladies about the company’s Coupon Savings 
Club Plan, and The Perfect Pair gives Betty 
Crocker’s sisters-of-the-skillet the story of the 
Tru-Heat Iron and Ironing Attachment. 

Smart Dairying, a 2\l-minute color-sound 
movie recently released, shows farmers and 
stock feeders the advantages of using the com- 
pany’s Larro brand farm-tested feeds, while 
Pocketbook Poultry, its 22-minute companion 
piece, shows them — and their wives — how to 
get greater egg production from Larro Chick 
Builder and Larro Egg Mash. Pig Sense and 
Hog Dollars is a new film due early next year. 


National Nutrition Campaign Aided By 
“The School That Learned to Eat” 


@ Swelling this sponsor's audience gross totals 
is the nutrition film The School That Learned 
to Eat. Industry as a whole can take a bow 
on this one, which a British committee of film 
judges called “The best documentary film in 


THE CHILDREN VISIT A GROCER to purchase 
foods — and learn more about them, too. 





education.” Subsequently chosen as one of 
six U. S. documentaries for showing at the 
International Film Festival in Edinburgh, 
Scotland, last year, School is at once General 
Mills’ most successful school film venture and 
a definitive film work on nutritional educa- 
tion. After viewing it, a script writer not’ con- 
nected with its production said, “it makes me 
proud to be in this business.” 


Basic Nutrition Prosptem Mer By Fitm 


The film, a 22-minute color and sound pro- 
duction, is part of a general nutritional edu- 
cation program that started in 1944, following 
a survey that disclosed three out of five ele- 
mentary school pupils did not have a well-se- 
lected diet. Over twenty-nine thousand pupils 
formed the survey base. Both the film and the 
overall program recognize all seven Basic Food 
Groups as set forth by the U. S. Department 
of Agriculture. The sponsor's own food prod- 
ucts receive no special emphasis. 

The School That Learned to Eat is so low- 
pressured as to appear sponsorless and_ is 
therefore more effective than it would have 
been had intrusive and discursive asides been 
allowed to mar its authoritative quality. Ac- 
tually there were two sponsors — General 
Mills and the University of Georgia. 


A Facruat DocUMENTARY FILM REPORT 


Produced by the Educational Film Produc- 
tion Service of Athens, Georgia, with the coop- 
eration of the teachers, parents, children and 
community leaders in the cotton-mill village 
of East Griffin, Georgia, School shows these 
groups working together for a better nutrition 
campaign and school lunchroom program. 
This is so bare a description of its theme as 
to invite dissent from those who made the 
picture. They have not been misunderstood; 
the film is “about” a lot of things — significant 
ones all, and its many messages, including the 
one on nutrition and health, are delivered 
with finesse. Many of the actors are non-pro- 
fessionals, which may account for a great deal 
of its charm. There, the word is written —a 
documentary with charm. 

In this country, over 178,500 teachers and 
health workers have seen The School That 
Learned to Eat up to July Ist, 1949, and book- 
ings, handled by General Mills, are reportedly 
heavy, with seventy-two prints sold; fifty-five 
others in distribution; cight in use by the 
U.S. Department of Agriculture, and new re- 
quests arriving in each mail. 


Firms Like THis Have Lone Lirt 


In approaching what looks like a record 
audience for their films, General Mills can 
count on getting a nice audience increment 
from School That Learned to Eat for years to 
come. When you have a film like this one, it’s a 
fair assumption. 

Ihe spirit of the film, and perhaps of this 
sponsor, is suggested by the answer to a query 
concerning the profit-potentials in the film. 

Unuttered, but implicit in every foot of the 
film is the answer—‘“That which helps the 
nation’s health and welfare helps General 
Mills.” Something for sponsors to think about. 
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A WIDELY USED SPORTS FILM PROGRAM SERVES MILLIONS 


“Champions” On the Sports Film Screen 


GENERAL MILLS CO-SPONSORS AUTHORITATIVE RULES PICTURES 


* The makers of Wheaties—“Breakfast of 
Champions”—are following up the athletic 
angle of their cereal promotion with a series 
of sports films that is perfectly in place. De- 
signed around the solid core of athletic in- 
terest, the films reinforce the “champion” 
angle by placing special emphasis on rules- 
of-the-games—the knowledge and observance 
of which make for real championship play. 

Co-sponsored by Wilson Sporting Goods 
Company, and produced by the Official Sports 
Film Service by authority of the National 
Federation of State High School Athletic As- 
sociations, the films graphically demonstrate 
the playing situations in football and basket- 
ball to which the rules apply. All rulings 
and interpretations are official, and are select- 
ed for illustration after “case-book” confer- 
ences indicated their importance in the coach- 
ing and training of young athletes. H. V. Por- 
ter, secretary of the Federation, and A. A. 
Schabinger, director of Official Sports’ Film 
Service and a former coach, supervise the 
demonstrations and interpretations, assisted 
by many State Association officers, sports ex- 
perts and athletic administrators. 

Turee Mayor Sports IN Fitm PROGRAM 

The first of these films on sports rules 
were Basketball-Up-To-Date, and Football- 
Up-To-Date made in 1946. The later picture 
is now obsolete and dropped from circulation. 
In 1947 Basketball-By-T he-Code and Football- 
By-The-Code were released, and last year 
Basketball Today and Football Today were 
produced. The seventh, King Football, has 
just been released, and an eighth, Baseball 
Today, is in production. 

Teams from Proviso, Dundee and Niles 
Center high schools in the Chicago area and 
from the Pekin, Illinois high school were cast 
in some of the films. Others were drawn from 
the Mesa and Tempe high schools in Arizona, 
St. Petersburg, Florida High School, and from 
El Paso, Texas, Bowie and El Paso high 


“KING Foorsati” (a film scene) reigns on play- 
ing fields all across these United States. 
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schools. Also shown in some sequences are 
players from DePaul, Northwestern, and St. 
Louis Universities, and Olympic players from 





THESE FOOTBALL TECHNICIANS gathered at El 
Paso, Texas, to help provide expert advice on 
rules interpretation for the co-sponsored film 
“King Football”. 
sports film officials and high school coaches 
were present to lend counsel at the filming 
of this recent l6mm sound motion picture. 


{thletic association and 


the University of Kentucky and Phillips 66 
AAU teams. 

The newest football film was shot at the 
famous Sun Bowl in El Paso, Texas, while 
others were made in Tempe, Arizona, St. 
Petersburg, Fla., and Dundee, Illinois. The 
cage films were made in Chicago area school 
gymnasiums and Pekin, Illinois. Most of the 
series has been produced by Atlas Education 
Films of Oak Park, Illinois, in black-and-white 
sound, running time about 28 minutes each. 
The topicality of the films, when affected by 
rules changes, is maintained by Official Sports 
Film Service, who bring the films into harmony 
with any current rule additions, deletions, or 
new interpretations. 

Distribution of these films is handled by 
Official Sports Film Service through State High 


TYPICAL INTERPRETATIVE SCENE demonstrating 
ball handling in the film “King Football.” 





School Association offices, and, for non-schol- 
astic showings, by Association Films. The 
latter distributor makes a leasing and service 
charge of $4 per print; leasing and servicing 
for the scholastic showings are arranged 
through the State High School Athletic As- 
suciation office in the State where the films 
are exhibited. 


Over SEVEN MILLION Viewers THis YEAR 


Estimated attendance for these films, for the 
year ending June 1, 1949: 7,250,000 viewing 
all prints, an increase of more than 2 million 
viewers over the past year. An audience of 
about 414 million saw the 318 prints distrib- 
uted in 1947. Projected statistics for the year 
1948 indicate each print was shown 45 times, 
with an average attendance of 196. Showings 
were held in 48 states, Canada, Holland and 
Hawaii. About 60% of the showings were to 
school assemblies, 11° to officials’ and coaches’ 
meetings, 6% to health and physical education 
classes, 9°, to team members, 9°, to other 
organizational groups and the balance to spe- 
cial audiences. The 27,000 high schools and 
approximately 1300 colleges in the U.S. pro- 
vide a distribution potential for these films 
that is unusual; students, teachers, coaches, 
players, referees and sports administrators 
have applauded their quality and effectiveness. 

“T think you have made a fine contribution 
to the administration of high school basket- 
ball and football through the preparation of 
these films . . . most commendable,” said 
Charles E. Forsythe, State Director, Michigan 
State High School Athletic Association. 


Hevpinc ATHLETICS HeLps DEMOCRACY 


Apart from the specific guidance of young 
athletes and the helpfulness to the sports spec- 
tator, the series has a wider value utility: 
Through the accent on playing the game by 
the rules, and by making the interpretations 
of these rules completely understandable, the 
essentially democratic nature of sports and 
sportsmanship has been emphasized. In thus 
furthering the American way, General Mills 
and Wilson have shown that they have a finely 
considered policy in their attitudes toward 
broader social interests. Educational, enter- 
taining, significant a mark for any film 
maker to shoot at. Wilson and General Mills 
have hit that enviable mark in this program. @ 


Witt Tuts Pray Be Attowrep? The film 
shows the “how” and “why” of this play. 
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This studio snow is powdered gypsum 


It's “White Magic’ f 


Comedian Benny Baker learns about lathing. 


or Home Builders 


THE GYPSUM ASSOCIATION PROVIDES THREE USEFUL COLOR FILMS 


*® If you ask most Americans what building 
material finishes the walls of their homes with 
beautiful smooth-flowing surfaces, they will 
usually answer, “Plaster, of course.” But ask 
these same persons what gypsum is and they 
will probably look at you blankly and say, 
“Gypsum, I think I've heard of it before, but 
what is it?’ 

This is the situation which faced the Gyp 
sum Association a year ago, alter a survey rc 
vealed that though millions of Americans were 
surrounded by tons of this “white magic” 
mineral day and night, only about one percent 
of the general public knew that gypsum is a 
rock processed into many industrial uses. 


THree Pictures IN THE PROGRAM 


The need for public education was obvious 
and it was decided that motion pictures could 
best present the gypsum story. Jerry Fairbanks 
was assigned the production and the result is 
a trilogy. 

The first film, White Magic, is a general 
story ol gypsum from mines through process 
ing and its use in industry. Special emphasis 
is placed on the fireproof nature of gypsum. 
The other two films, product pictures relating 
uses and application, are Gypsum Lath and 
Plaster and Sheathing and Wallboard. 

White Magic is narrated by Jaunty the 
Flame, an animated character originated by 
the Gypsum Association to dramatize the fact 
that gypsum is fireprool The observer is 


Jaunty, the Flame in “White Magic.” 
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quickly carried to mines and quarries where 
explosives shatter as much as a quarter million 
tons of the mineral at one time. Transported 
by truck and conveyors, the raw gypsum ar- 
rives at crushers and finally processing plants 
about the nation where it is further broken 
and pulverized before entering the calcining 
stage of development. Pictures show how the 
rock actually boils, an interesting phenomenon 
of science. Production of board products are 
glimpsed and the observer is shown many uses 
of processed gypsum. 

Benny Baker, the Hollywood comedian, is 
featured in Gypsum Lath and Plaster as the 
Handy Andy who discovers to his regret that 
lathing and plastering aren't as easy as they 
look. Following each of Benny's mistakes, 
tradesmen of long experience show proper 
techniques. 


Learn ABpout Mopern Home BuILpING 

Gypsum Sheathing and Wallboard stars Ray 
Peale, Hollywood newcomer, who has ap 
peared in such pictures as Joan of Arc and 
Best Years of Our Lives. The inside story of 
house construction is told in this film, provid 
ing instruction in application and uses of 
gypsum sheathing and wall board. 

Each film is in Kodachrome color and sound 
and each is fifteen minutes in length. Para- 
mount Pictures has made a short from White 
Magic and incorporated it in one of the Popu- 
lar Science shorts, currently playing in thea- 
tres throughout the nation. It is estimated 
that before this Popular Science film is retired, 
it will have played to nearly 40 million people. 


INITIAL DisTRIBUTION TO BUILDERS 

Each member of the Gypsum Association 
paid a proportionate sum for the production 
of the pictures. The films were previewed a 
vear ago at the annual meeting of the Asso 
ciation. The Promotional Committee then 
decided that during the first year the films 
would play mainly to audiences in the build 
ing industry. The films have also appeared on 
television with as many as six showings in 
some cities and as of last spring all films had 
been presented at least once by almost every 
IV station in the country. A Washington T\ 


station used the films effectively in conjunc- 
tion with a Better Homes Week promotion. 
During the first eight months, the Gypsum 
Association and its member companies report 
over 2,000 showings to a total audience of over 
123,000. This winter the Gypsum Association 
will be aiming at the prospective home buyer 
and arrangements have been made to show the 
films to many interested groups with a speaker 
from the association on the same program. 





Technicolor Film on Stainless Steel 


| Features Stellar Cast and Story | 
. | 





Sponsor: United States Steel Corporation. 
Film: An Orchid for Mr. Jordan. Producer: 
Roland Reed Productions. 

*% An Orchid for Mr. Jordan is a 25-minute 

film in technicolor that illustrates the great 

contribution of stainless steel to our way ol 

living. Roland Reed Productions, who also 

produced the documentary Steel—Man’s Serv- 
ant for Steel, chose Frank Strayer for director. 

The cast is made up of Hollywood actors and 

actresses headed by Otto Kruger, Helen Spring, 

Kirby Grant, Helen Parrish and Dian Faun- 

telle. They fit their roles very well. 

AN ORCHID FOR PRACTICALITY 
rhe story is about Mr. Jordan, a design engi- 
neer who is presented a stainless steel orchid 
by his friend Jerry Blair, in appreciation for 
his assistance in planning the new Blair home. 

Ihe plot unfolds in an amusing way, the 

orchid being a token of Jordan’s insistence on 

using stainless steel wherever practical, in the 
building of the home. In the beginning Blair 
had been unconvinced but Jordan’s enthusi 
asm and detailed explanations finally won 
him over and he sees the wisdom of the 
engineer's advice. 
Fitm Reviews TrECHNICAL PROGRESS 

Jordan in a good humored way again illus- 
trates his reasons for considering stainless steel 

a good investment and the film then goes on 

to show scenes from the industry itself briefly 

explaining the blanking, drawing, spinning, 
polishing, welding, machining, drop hammer- 
ing and stamping operations. The engineer 
emphasizes that stainless steel has a finish that 
is attractive and beautiful as well as being 
easy to clean and having resistance to heat 
and corrosion. 

The film is available in 16mm or 35mm 
versions for national distribution. 


1 scene {rom 


“An Orchid for Mr. Jordan.” 
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FOR THE CHURCH SCREENS 


PETROLEUM INDUSTRY STORY 





Sponsor: Northern Baptist Convention, an 
activity of the Department of Visual Aids 
of the Council on Finance and Promotion. 

Title: Out of the Dust, 44 minutes, black and 
white, produced by Caravel Films. 

*% Out of the Dust is an important new film 

illustrating the value of Protestant missionary 

work in Latin America. It is important both 
for its own merit as a film and as another 
indication of the rapidly growing rise of top 
quality church sponsored motion pictures. 
The new Baptist film tells of a Bible col- 

porteur visiting the village of Pablo, an illiter- 
ate boy in rural Mexico. While reading the 
Bible to a group gathered about him, the 
colporteur is attacked and killed by religious 
fanatics. Pablo, who had been much moved 
by the colporteur’s words, follows as his body 
is taken to a nearby mission station. There he 
begins a new life, goes to school and later 
goes on to become a doctor and returns to his 
village as a medical missionary. 


AIMED TO REACH THE INDIVIDUAL 

Out of the Dust was made for the man in 
the pew, not for the minister. Too many 
church films are able to identify the protago- 
nist of their story with a clergyman, but 
leave the layman feeling “Where do I come 
inr” This picture, in its opening scene, de- 
scribes a conversation between a missionary 
and a business man at a Cuban airport which 
immediately sets the connection so that the 
lay church goer will feel part of the story. 

In accordance with common Protestant film 
practice, Out of the Dust is, to all intents, non- 
denominational and it will be widely used 
in churches of all faiths. 


Firm ProGRAM Is We.t-DEVELOPED 


Baptist films are largely intended to raise 
money for missionary work. Other correlated 
activities are speaking tours by missionaries, 
literature, booklets, etc. There are 125 titles 
at present in the Northern Baptist Conven- 
tion's film library. 

Recent surveys show that 90°% of the 
churches have easy access to projectors. Pe- 
culiarly, the main areas where there is diffi- 
culty in obtaining projection facilities are in 
large cities. Results obtained from films have 
been so good that more are planned in the 
near future. 


Now Pusticizep To ALL CHURCHES 

Baptist films are publicized through cata- 
logs which the Department of Visual Aids 
publishes and distributes to all churches, 
through combination flyers and posters, and 
through stories and announcements in the 
Crusader, Baptist pictorial magazine with 
350,000 circulation. 

\n average of thirty prints of each subject 
is maintained in the film library, and these 
prints are divided among three depositories 
in New York, Chicago and Oakland, Cali- 
fornia. Bookings are made in advance by the 
individual churches. A rental fee of $10 is 
charged to aid in partially supporting the 
visual aids program. 
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Sponsor: Oil Industry Information Committee 
of the American Petroleum Institute. 
Title: The Last Ten Feet, produced by Warner 

News, supervised by Film Counselors. 

* The theme of this film is built around the 
last ten feet of hose through which gasoline 
travels from a service station pump into the 
tanks of waiting automobiles, and how this 
abundant supply of gasoline reaches the 250,- 
000 service stations which dot the landscape 
from coast to coast. 

The production of The Last Ten Feet was 
primarily an editing job of footage obtained 
largely from member companies of the Insti- 
tute and from other sources as well. 

It is intended for both the general public 
and members of the oil industry. Prints may 
be borrowed from district offices of the Oil 
Industry Information Committee in Boston, 
New York, Cincinnati, Chicago, Tulsa, Minne- 
apolis, Denver, Atlanta, Philadelphia and New 
Orleans. Many individual oil companies have 
added prints of The Last Ten Feet to their 
own film libraries. 


BEFORE YOUR 'PHONE RINGS 

Sponsor: American Telephone and Telegraph 
Company, an activity of the Public Rela- 
tions Department. 

Title: Before Your Telephone Rings, 17 min- 
utes, black and white, produced by the 
Pathescope Company. 

* The size and scope of the operations which 
lie behind the mere installation of a new 
telephone is told in this new Bell System 
film. It outlines the manner in which tele- 
phone men and women go about the job of 
handling a request for a new telephone from 
business office contact to installation. 

\s in most A. T. & T. pictures, a point is 
made to not only document the jobs_per- 
formed realistically, but to humanize the 
people performing them, show them not only 
in their relations to the company, but to each 
other, to their families and the community. 
Distrisution: Before Your Telephone Rings 
will go the rounds of the company employee 
audience circuit, which covers practically all 
telephone people, and will also be offered to 
schools, clubs and theatres through regular 
Bell System channels. 


a lot happens “Before Your Telephone 
Rings”—A new Bell System picture. 








Community action gets a must program. 


MOVING AHEAD WITH MUSIC 


Sponsor: American Music Conference. Title: 
Moving Ahead With Music. Producer: 
Dallas Jones Productions. 


*% Moving Ahead with Music is designed to 
encourage local citizens to organize for the 
inclusion of an adequate musical curriculum 
in their city’s schools. The American Music 
Conference seeks also to encourage cities to 
organize more musical organizations and pro- 
grams aside from the school music groups. In 
this beautiful color filmstrip they effectively 
state their case. 

The beginning scenes illustrate the many 
ways music enters into the everyday life of 
each of us: at football games, church, weddings 
and in other activities. Statistics are then pre- 
sented showing that only one in eight persons 
can play a musical instrument, but six in ten 
persons wish they had learned to play at least 
one. Over 95°, want their children to have 
an opportunity to learn and 85% think they 
should be taught music, beginning in the 
elementary grades. 

With these figures for a background, the 
film analyzes the type of training now available 
in public schools, and reports that only 8%, 
of the nation’s schools have adequate programs 
in the study in music. Scenes which were 
filmed in the Oak Park, Illinois public schools, 
illustrate how an excellent musical study pro- 
gram operates. The film then discusses what 
can be done to assure more musical instruction. 
Scenes show how town committees interested 
in good musical instruction can be formed. 
The materials available for them are illus- 
trated and a suggested course of action is pic- 
tured for the audience. 

An interesting sidelight on this filmstrip is 
that the customary bong, indicating change to 
the next frame, has been eliminated and the 
note of a celesta used in its place to give a 
more pleasing effect. Porter Heaps, the well 
known organist, composed and directed the 
musical score. The film is available for free 
loan to Parent-Teacher groups, musical and 
education groups, churches and other local 
organizations. 


Next Montu: The Index of Sponsored Films 


will provide a bibliography of all pictures re- 
viewed in Business SCREEN to date this year. 
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Experienced film makers interpret sales situations for this new visual series 


é Need Better Salesmanship 


A NEW EIGHT-PART FILM PROGRAM AIMS TO HELP MANAGEMENT 


HE AMERICAN SALESMAN holds the key 
to our When he 


falls down on the job, results such as the 
Man 


this responsibility 


business prosperity. 


recent recession are quickly apparent. 
agement’s realization of 
must be evidenced in new training programs 
and the re-vitalization of our sales force. 


Visuat TRrRAtninc Has AN IMPORTANT ROLE 


One West Coast film producer, Rockett 


Pictures, has come up with a solid answer to 


this training need. A new and highly effec 


tive eight-part sound slidefilm packaged pro 
gram has been produced for outright sale to 
business. It meets a real challenge in a well 
thought out visualized series 

As Rockett describes it \s the change in 
the business situation became evident, we 


decided that management would soon find 


it necessary to look to the selling profession 
for greater effort and eflectiveness 


SELLING Faces THE Buyer's MARKET 


“The return of competitive selling and a 
buyer's market was bound to place a heavy 
responsibility sales 


upon management and 


salesmen at a time when all the 


people in 
the selling field were least able to swing into 


action. 


“This lack of ability to respond was under 


standable because the whol 


protession had 
been out of practice for close to ten years. 
lo our way of thinking there was a glaring 


need for a powerful, thought-provoking, ac 
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tion-stimulating tool to be offered to manage 
ment for their immediate use. 

“We, therefore, immediately began to put 
the background of our entire personnel and 
our many years of experience in creating and 
producing sales training programs to work 
in developing the Aggressive Selling Series 


program.” 


The result of their efforts is a series of sound 


\ COLORFUL BROCHURE sets the theme for the 


new Aggressive Selling Series. 


te awaken and 


THE SLEEPING 


) 
SALES\MANSHIP 


Competitive Se! 


AMERICAN 








slidefilms which are designed to re-orient the 
salesman to the use of good selling principles 
and put him into the competitive field with 
a better understanding of the great role 
salesmanship must play in the next phase 
of our economic development. It will help 
rid salesmen of the inward frustrations they 
now feel when confronted with objections and 
resistances they haven't heard for years—or 
never have heard, if they are younger men. 
This series is designed to overcome the lack 
of confidence many salesmen have in their own 
ability—the stability of their company and 
product or service—in the benefits their prod- 
uct or service can represent to the prospect. 
The program is by no means elementary 
rather it is an advanced analysis and presen- 
tation of the good fundamental principles 
and tactics of selling. Each film is complete 
in itself so that after the entire series is 
viewed the salesman will have a feeling of 
completeness. 


Meetinc Aws Are Aso PRrRoviIpeD 


This program is made more complete for 
management by the inclusion of constructive 
suggestions for the use of the films in training 
meetings. ‘These include a suggested talk 
which the person conducting the meeting can 
read or put into his own words and a sug- 
gested follow-up letter accompanies each film. 
Chis letter can be copied on the stationery 
of the company giving the training course. 
This gives management another opportunity 
to let the salesmen know that they expect a 
better sales experience from them. 

The series opens with an_ introductory 
film tithed The Sleeping Giant, which was 
originally designed to present the problem of 
the need for sound, speedy sales training to 
management. This story was so plainly and 
directly presented and so many people of 
management asked if they could show it to 
their men, that Rockett Pictures is now in- 
cluding it as a “dividend” to the series. It 
actually does act as a fine mind-conditioner 
for the men who view it and moves them 
very easily into the remainder of the series. 
The series itself is comprised of seven other 
fifteen-minute sound slidefilm programs. 


Firs Many Lines OF Business 


The treatment of the subjects is sufficiently 
general so the series can be used by any type 
of business. This is borne out by the fact that 
it is now being effectively shown to widely 
varying industries automobiles, appliances, 
food, drugs, clothing, pumps, furnaces, hot 
water heaters, bathing suits, and others. This 
places it high in the category of good syndi- 
cated films. Firms now using the series find 
that men viewing one of the subjects in a 
meeting in the evening go out the next morn- 
ing and get business they would otherwise lose. 

This series provides opportunity for audio- 
visual dealers to be of service to business and 
industry in their territories. It is an excellent 
door-opener and can be the means of equip- 
ping local business and industrial firms with 
the sound slidefilm projectors they can use 
so effectively in the pursuit of other activities. 
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EIGHT NEW SOUND SLIDEFILM PROGRAMS HELP REVITALIZE SALES TRAINING 





Program |: Introducing “American Salesmanship” Program 2: “By-Passing Sales Resistance” 


fie 








Introductory film subtly shows the role It creates a strong desire on the part of This film analyzes how and why prospects - - » and shows methods of by-passing 
| salesmen must play in future of business— the salesman to participate actively— build a wall of sales resistance . . . buyers’ objections so as to get to closing. 
Program 3: “The Attitude That Gets Business” Program 4: “What Do You Sell” 


| % } » a a ot. What will it 
y Do for me? 





Film shows how often a sale is made or It also shows salesmen how sales are lost Film shows how to develop selling tech- . . . Shows salesman how to apply the sell- 
lost mentally before the salesman even because of lost perspective when the men niques to answer the prospect's question ing of values, benefits, and advantages 
makes a call. “buy” customer resistance .. . “what will it do for me?” to his own product or service. 





Program 5: “Are Prospects Really Different?” Program 6: “Pride in Price” 





Shows how to sell the “know-it-all”, “hard- . .. and this film also shows how to sell The sixth program demonstrates how to . . . and it shows how more selling dispels 
boiled", “too busy”, “silent”, “soft-soaper™ by getting past superficial attitudes which minimize price objections—how to over- price resistance when applied by a capa- 
and “timid” types of prospects . . . the customer wears like a mask... come fear of quoting price .. . ble, well-trained salesman. 
Program 7: “Human Relations in Selling” Program 8: “Close Isn’t Closed” 

wes Sg ee 


- 





Shows how “today's” attitude, actions, . « « this film gives the salesman a fresh . it points out that in selling—coming The film shows how closing starts from the 
promises and over-familiarity of salesman viewpoint on the value of good human re- close is not enough—closing the sale is all beginning of the interview—how to ask 
develop or destroy sales possibilities . . . lations in selling. that counts. for the order and stick until it's signed. 


NUMBER 6 * VOLUME 10 © 1949 


33 








wr tata RTI 











This pretty angler appears in the Nash film “Fishing in Alaska.” 





Sports Pictures in Great Demand 


NEW NASH FILMS ON HUNTING AND FISHING RATE HIGH; 


FIRESIDE CIRCUIT DURING 


BOUT 28 MILLION PEOPLE this 

year stepped up to a county clerk's 

desk and got a hunting or fishing li- 
cense. Probably a few million other people 
hunted or fished without a license, including 
most salt water fishermen, women, juniors and 
oldsters in some states. Last year, outdoor 
sportsmen are estimated to have spent over 
four billion dollars on services and equipment 
related .to their sport. Fishing tackle sales 
alone account for a quarter of the nation’s 
entire sports budget. 

Business firms supplying the outdoor sports 
field have long recognized the value of films 
in promoting sales of their goods. Practically 
all big-time makers of tackle, guns, outboards 
and similar items have films available for free 
loan to outdoor groups. Most state conserva 
tion, publicity or commerce departments have 
pictures extolling their states as vacation cen 
ters for outdoorsmen. But only two or three 
dozen companies in non-related fields, mostly 
railroads, automobile manufacturers and in 
surance companies, have sponsored films on 
various sports subjects. 


Goop MANy Fitms Are Fairty OLp 


Outdoor sports, as a peg lor consumer at 
tention, have been relatively undeveloped film 
wise. For example, a good proportion of the 
films listed in various catalogs are silent and 
many of them are 15 to 20 years old. 


What can be done for sales promotion in 
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WINTER HAS VAST AUDIENCE 


the sports field is indicated by the success olf 
the few excellent sponsored subjects which 
have been available for several years, the fine 
new series of films produced non-commercial- 
ly by Hawley-Lord, Inc. and the popularity 
being achieved by new sponsored pictures just 
released in the past few months. 

General Motors, Aetna Life and the Ameri- 
can Can Company have had great success with 
outdoors and wildlife films. GM's Let's Go 
Fishing and Let’s Go Fishing Again have been 
among the most popular subjects in the large 
GM film library, and are still going strong 
today. Aetna has a series of three films on 
hunting, fishing and boating, all tied up with 
safety, which have achieved large attendance 
totals. American Can Company's famous 
llaska’s Silver Millions is considered a classic 
on the life cycle of the salmon, and has been 
viewed by many millions over the past ten 
or fifteen vears. These successful films, all 
appealing to outdoors-minded audiences, have 
a definite, though indirect promotional slant 

GM is selling motoring; Aetna, safety; and 
American Can, containers for canned fish. All 
of these movies have been so popular that it 
is strange that they are unusual in having been 
about the only really good ones of their kind 
until this vear. 

Hawley-Lord, Inc., in the past three years, 
has produced over thirty sports subjects for 
non-commercial and television release. These 
are considered to be about the finest motion 


pictures on hunting, fishing and wildlife avail- 
able anywhere. Hawley-Lord films are sold by 
the producer, direct, or may be rented or pur- 
chased from most audio-visual dealers. Busi- 
ness firms, such as Socony-Vacuum, Ashaway 
Line & Twine, Atlantic Refining, Remington 
Arms, etc. have purchased various prints for 
use in exhibits, conventions, or loan to public 
groups. Hawley-Lord restrict these showings 
as a protection to their dealers by permitting: 
no changes in the film except a “through 
courtesy of ...” trailer which may be added, 
no listing in film catalogs by industrial print 
purchasers, and no advertising or publicity 
offering Hawley-Lord films for free loan. De- 
spite these restrictions, more and more business 
firms are finding Hawley-Lord subjects ex- 
cellent attention getters in exhibits and con- 
ventions, and good for providing audience 
interest at public showings of commercial 
films. Many factory and office lunch hour 
groups use them regularly. 


NASH “ALASKA” FitmM Sets New STANDARD 

By far the best commercial film with a 
sports angle in recent times is the new Nash 
picture Fishing In Alaska. Nash has a natural 
appeal to sportsmen with its built-in con- 
vertible double or single bed, available as op- 
tional equipmeat on all sedans. 

Fishing in Alaska, the first of a series of 
Nash sports films, is the story of a man’s va- 
cation on a fishing trip in the Aleutian chain 
of Alaska. The central character, stepping 
off the airliner at Anchorage, finds his host 
with a brand new wife and intentions of tak- 
ing her on their long-planned fishing ex- 
pedition. Our protagonist, who speaks off- 
screen for himself as narrator throughout 
the film, is not too pleased at the thought 
of a woman being along to spoil his vacation. 
But, as the story unrecls, he has cause to 
eat his words, for Marian is not only an 
A-1 fisherman, but a top-notch camp cook and 
a good sport as well. 


Here's FisHinGc av Its Best 

On this simple and entirely believable 
little story, the Nash film has hung a beautiful 
record of Alaska fishing. ‘Traveling from 
Anchorage to the Aleutians in a littl am- 
phibious Widgeon, the sportsmen see huge 
glaciers, sparkling lakes, barren tundra, and 
meandering moose. And at the river chosen 
for a first stop, flashy big wet flies and small 
spinners produce all kinds of action, includ- 
ing an 842 pound rainbow. 

The top sequence, though, is the fabulous 
story of the salmon. This version includes 
some remarkable shots of leaping fish, bears 
scooping out fish packed in so tight you 
could almost walk on their backs, and mar- 
tens and fishers eating the ones actually 
crowded out of the water. The final realiza- 
tion of the great migration, the spawning in 
the far up-reaches of the river, provides an 
emotional climax to the arduous travail of 
the salmon. A concluding shot of this story 
pictures one fish, far up the river, alone, 
dying, unmated, leaving her spawn in the 


(CONTINUED ON PAGE FIFTY-TWO) 
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TEXTURE Makes The 


MOVIES HAVE CONVICTION when your 16mm 


. 


films are projected with the 


VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN, H.J. 


In Canada: RCA VICTOR Company Limited, Montrecj 


1949 


Scene Look Real 





You SEE the soft, smooth skin of a child, the 
hard, weather-beaten structure of a sidewalk 
appear on the screen with dramatic realism and 
improved contrast when the scene is projected 
with the RCA “400”. 

That's because your black-and-white or full- 
color films are shown in their full range of 
tones from delicate highlights to deep shadows 
—with texture that’s unmistakably true as life. 
It's another proof of the superior quality of 
RCA “400” projection. 

And, in addition, the RCA “400” gives you 





HM 


the benefits of easy threading . . . greater sim- 


plicity of operation . . . maximum protection 
to your valuable films . . . reliable performance. 
See your 16mm sound or silent films at their 
brilliant best. Hear voices, music or sound 
effects reproduced with life-like fidelity. Com- 
pare and buy the RCA “400”. 
. . . 


RCA “400” JUNIOR. The only single-case stondard !6émm 


sound projector of fully professional quality. 


RCA “400” SENIOR. Provides theatre-quality reproduction of 
16mm sound and pictures for larger audiences, auditoriums or 
larger rooms. 

MAIL COUPON FOR MORE DETAILED INFORMATION 
VISUAL PRODUCTS (Dept. 171) 
Radio Corporation of America, Camden, N. J. 


Please send me complete information on the RCA 
“400” Sound Projector. 


Name 
Business 
Street 


City 




















NOTED CONDUCTOR SERGE Koussevitsky (right above) talks with produce) 
Lawrence Madison (MPO Productions) during Boston Symphony O1 
chestra rehearsal in filming of “The Tanglewood Story”. 


THE NEW FILMS 


Foot Care Institute Sponsors Film 
@ A new film produced by Paul 


Falkenberg for the AMERICAN 
Foor Care Instirure is called 
“The Walking Machine,” and is 


available without charge to 
schools, civic and industrial groups 
by applying to the American Foot 
Care institute, 1775 Broadway, 
New York 19, N.Y. Running time 
is 14 minutes. 

Intelligent selection of shoes is 
stressed and the basic rules of foot 
hygiene illustrated. Simple foot 


exercises are also suggested. 


"The Story of a House” Film 
Now Showing Widely in Canada 
@ Homebuilders are homebuild 
ers, no matter what their geo 
graphical location—as Sarra, Inc. 
has learned. They report that 
interest in The Story of A House, 
their film which traces the build 
ing of a modern comfortable home 
from the time the lot is selected 
through the actual construction, 
decorating and furnishing, has 
spread to Canada, where it is be 
ing shown widely. 

At this time all the Robert 
Simpson Co., Ltd. stores that have 
home furnishing departments 
have booked the 45-minute sound 
film for showing to their customer 
audiences. Advance bookings as 
far ahead as February of 1950 have 
been made by the Simpson stores 
in Toronto, Regina, Saskatchewan 
and Halifax, Nova Scotia. 


Filmstrip on "Insurance Education" 
Produced by University of Illinois 

@ Insurance Education is the sub 
ject matter of a 35-frame filmstrip 
prepared by the University of Illi 


36 


(See Page 22) 


nois and being readied for distri 
bution to high schools by the 
Illinois Association of Life Under 
writers. 

This filmstrip is the first of a 
series of three planned by the 
Insurance faculty of the Univer- 
sity’s College of Commerce. Future 
strips will deal with How Life In- 
surance Works and Planning Your 
Life Insurance. 


Jam Handy Produces Dog Film 
for Ralston-Purina Company 

@ THe Jam Hanpy ORGANIZATION 
has recently completed Partners 
for RALSTON-PURINA COMPANY. 
The film is a companion picture 
to the Ralston film Home of 
Champions, and is the story of 
dogs and their service to man. 
Scenes picture shepherd dogs, “‘see- 
ing eve” dogs for the blind, watch 
dogs, hunters, and dogs that are 
playmates for children. This 19 
minute film is available on free 
loan from Mr. G. M. Philpott, The 
Ralston-Purina Company, St. Lou 
is, Missouri. 


Peruvian Bonito in Rockett Film 
@ Rockerr Firms of Hollywood 
and San Francisco have just com- 
pleted a sound and color film Land 
of the Southern Star, for the W1L- 
BUR-ELLIs Co., distributors of Peru- 
vian bonito. 

The film is about Peru, giving 
a short history of the country from 
Inca times to the present with the 
emphasis on the fishing industry. 
Bonito are 


shown being caught 


and then canned. Closing scenes 


give suggestions on how bonito 

may be prepared and served. 
Dealer groups and distributors 

in eastern markets will view the 


film first. 


MORE FILM NEWS ON PAGE 40) 


THE SIGNIFICANT 


AUDIO-VISUAL 


BOOK OF THE YEAR 


“Experiments on Mass Communication” 


Reviewed by Kenneth B. Haas, Ed.D. 


Chairman, Dept. of Marketing, Loyola University, Chicago 


* This book is the most significant 
report on the use of film for in- 
doctrination and instruction in 
wartime that has so far appeared. 

We refer to volume 3, of the 
!-volume series “Studies In Social 
Psychology in World War II.” The 
primary purpose of EXPERIMENTS 
On Mass Epucation was (1) to 
evaluate various Army films and 
make the soldier 
ideological issues 
behind the war, (2) to study the 
methods that were being used in 


programs to 
aware of the 


the mass communication of purely 
technical instruction. Studies of 
both these types of communica- 
tion—the indoctrinational and the 
instructional—are included in this 
volume. 

Test CONDITIONS 
who conducted 
studies were unusually fortunate 
in being able to apply controlled 
experimental techniques, involv- 
ing vast numbers of men, realistic 
conditions which duplicated the 


FAVORABLE 


I hose these 


intended use of the media, and an 
absence of knowledge on the part 
of the men that a testing program 
was in progress. 

This is not a book to be read 
by the 
times. 


chance 
It is a book to be studied, 
not merely “read.” Moreover, this 


wayside, nor at 


book is a must for alert business 
trainers, training supervisors and 
directors, personnel managers, 
business executives, film pro- 
ducers and directors, and profes- 
sional educators. 

This book should be of great 
value to those interested in estab- 
lishing a scientific understanding 
of research and training proce- 
dures; opinion or attitude change; 
instruction and indoctrination 
techniques; the application of psy- 
chological principles to films and 
other mediums of mass communi- 


@ ExperRiMents On Mass Com- 
MUNICATION by Howland, Carl L, 


Lumsdaine, Arthur A., and Shef- 
field, Fred D.; Princeton, N. J. 
The Princeton University Press, 
1949, 340 pages, preface, index. 
Price: $5.00. Now available di- 
rectly from the Business SCREEN 


BooksHetr, 812 N. Dearborn St., 
Chicago 10. Sent postpaid if check 
accompanies your order. 


BUSINESS 





cation. Emphasis in this book is 
on films. 


SUGGESTIONS FOR RESEARCH 
@ The research methods used in 
these studies and the presentation 
of data furnish the “practical” 
trainer and educator research de- 
signs and procedures that will 
help him to determine for himself 
whether motion pictures and simi- 
lar media really do succeed in 
attaining the objectives set for 
them. Herein are the research 
designs and procedures that will 
provide those data that satisfy top 
management, justify present and 
future budgets and indicate me- 
diums for greater effectiveness in 
training. 

The business and industrial 
trainer will be interested in the 
criteria of film effectiveness used 
in these studies. Here they are: 
“did they succeed (a) in im part- 
ing information, (b) in changing 
opinions in the direction of the 
interpretations presented, (c) im 
mens 


increasing motivation to 


serve’? How to collect and inter- 
pret those data to guide future 
training and to justify expendi- 
tures, is illustrated in great detail 
in both words and visuals. 
EFrect OF ORIENTATION FILMS 

Factual Material: These studies 
found that the orientation films 
presented had marked effects on 
the men’s knowledge of factual 
material. The fact that the upper 
limits of effects was so large—as for 
example in the cases where the 
correct learned and 
remembered a week later by the 
majority of the men — indicates 
that highly effective factual ma- 
terial presentations are possible 
with orientation films. Here are 
strong suggestions for greater use 


answer Was 


(CONTINUED ON PAGE THIRTY-EIGHT) 
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GROWS UP 


with 
FEEDOMATIC 1, GecG 


Now your opaque projection material is given 
live, continuous, streamlined performance. 

























@ No more flutter, no matter how small the copy. 


@ No more cumbersome adjustable card holders 
to slow the action. 


@ No more light disturbance for the audience. 
@ No more damage to delicate materials. 
@ No more lost time. 


With FEEDOMATIC you can project materials as 

small as a postage stamp and as large as an 8/2” x 11” page 
without matting or mounting. You can project several 
small objects simultaneously for comparison. 


With FEEDOMATIC your dark room is kept dark —no more 
lowering of the platen and flooding the room with light. 





HERE’S THE FAMOUS 
MODEL OA4 
BESELER OPAQUE PROJECTOR 





Projects a full 814” x 11” page either 
horizontally or vertically. The actual area ike F 

covered is 10” x 10” to allow for margins. __——s There is a FEEDOMATIC available for every 
Equipped with 22” focus lens to provide ____Beseler Opaque Projector. Equip each of your present 


outstandingly clear images. Available with 2 aii ; 
AGSt eu Os A eee machines with this simple, marvelous device. 


is a special AC motor and fan that cools 
effectively but offers QUIET operation! 
Ask your dealer, or write for literature. 


Ask your dealer to show you the FEEDOMATIC 
or send coupon for literature. 





G0 OO VOSOSSSSSSOSSSSOOe -—s~ewrnr5nr"r | 
1 
: Charles Beseler Company, Dept. F 
‘ 60 Badger Ave., Newark 8, N. J. 
§ Please send me literature on the following: 
— Beseler Compass ! ( Feedomatic. [] Model 0A4 and Quiet AC motor. 
60 Badger Avenue, Newark 8, N. J. Name 

The World's Largest Manufacturer ! Firm name 

of Opaque Projection Equipment i 
‘ fe ee 
{City Zone State 














NUMBER 6 * VOLUME 10 © 1949 37 





eens A 
a 











(CONTINUED FROM 


PAGE 36) 


of orientation films in business 


and industry. 


Opinion Changes: The orienta 
tion films had marked effects on 
opinion changes when the subject 
matter was specif Opinion 
changes, however, were less fre 
quent, and in general, less marked 
than changes in factual knowl 
edge. 

The orientation films had very 
few effects on opinion items of a 
general nature that had been pre- 
pared independently, but which 
were considered the criteria for 
determining the effectiveness of 
the films in achieving their orien 


tation objec tives. 


Effect: The 


tion films had no effects on items 


Motivation orienta- 
prepared for the purpose of meas- 
uring effects on the men’s motiva- 
tion to serve as soldiers, which was 
considered the ultimate objective 
of the orientation program. 

Why did the 


have little or no effect upon gen 


orientation films 


eral opinions and motivations? A 


number of hypotheses (sugges- 


tions) are advanced for this situa 
which interest 


tion should 


pro- 
trainers and 


film directors-producers. It may 


fessional educators, 


be, for example, that a single 50 
minute screening is too small an 
influence to produce noticeable 
changes in deep-seated convictions. 


(How 


many of us have heard 


opposite claims when we were 
studying and presenting employee 
orientation films?) 

The studies in this book did 
not consider the cumulative effects 
ol a series of orientation films, but 
there is a suggestive suspicion 
that a sizable, measurable, positive 
effect been attained 
with a series of films 


could have 
This claim 
for cumulative effect is frequently 
made by film salesmen and pro 
Evidently they 
“have something there,” 


fessional trainers 
although 
further research is needed on the 
topics of general opinion and 
motivation effects accruing from 
orientation films. 

failure to 


In some cases the 


influence general opinions and 
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“Experiments on Mass Communication” 


motivation, says this report, “may 
have been due to the diffusion of 
coverage rather than the concen- 
tration upon a few well chosen 
targets.” This comment is not new 
to most professional trainers and 
educators, but it is refreshing to 
have verification for the belief that 
“we should aim at one point at a 
time, hit it hard, and don't aim at 
more than a few main points.” 


Opinion (Attirupe) TRAINING 
@ In these days of labor unrest 
and managerial groping for sound 
techniques to deal with opinions 
(attitude, indoctrination) factors, 
the following findings should 
prove to be of value. These find 
ings fall under three main head 


ings: (1) learning opinions in 


relation to intellectual ability; (2) 
learning opinions in relation to 
initial opinions; (3) learning 
opinions in relation to the amount 
of time elapsing after exposure to 
the film message. As treated in 
this book an opinion, (or attitude 
as we usually name it in business) 
is “an interpretation of available 
facts.” 


Relation to Intellectual Ability: 
rhe initial opinions held, accord- 
ing to this study, were generally 
related to the men’s educational 
level. The education level of the 
men was also a useful index of 
their intellectual ability. For the 
business trainer, this is interesting 

film contact should be based on 
the amount of schooling a man 


“MOBILE 
TELEPHONES” 


In ten minutes, this unusually interesting film with superb 


photography, animation and multiple split-screen effects, 
shows how MOBILE TELEPHONE SERVICE works; how 


it greatly expands the scope of voice communication. 


Chroughout the country, mobile telephone stations, links in 


a nationwide network, are providing telephone service on 


highways, on waterways, at railway terminals 


to the convenience of travel. 


and adding 


Made for the BELL SYSTEM by 


LOU 


2 


iDE FILMS ° 


‘NORLING 


NEW YORK 


SINCE 


ciTY 
1923 





BUSINESS 


has had. And—his intelligence can 
generally be discovered by asking 
him how many school grades he 
has passed. 

Unlike the relation of intellec- 
tual ability to learning of factual 
information, the relation to opin- 
ion change is quite complex, in- 
volving, as it does: learning ability, 
critical ability and ability to draw 
inferences. For example, an in- 
telligent man would learn more 
rapidly, but because of greater 
critical ability he would be less 
likely to accept an interpretation 
which is unsound. Moreover, their 
critical ability, by enabling them 
to recognize their own prejudices, 
makes them less likely to resist 
accepting a sound interpretation. 
In view of these factors an overall 
“average” relationship between 
intellectual ability and opinion 
changes was found to be practi- 
cally meaningless, because it ob- 
scures the separate relations. 

Understanding the relation to 
intellectual ability was found to 
be important because of the like- 
lihood that very different kinds of 
film content would be most effec- 
tive depending on whether the 
audience members were of high, 
low, or of intellectual 
ability. 


mixed 


Relation to Initial Opinions 
Held: What opinions are held by 
employees before exposure to a 
film message is important because 
it will determine the nature of 
the subject matter content. In 
addition these studies indicate that 
whether a man was initially for 
or against the stand taken in a 
film message, his opinion tended 
to be influenced in the direction 
of more acceptance of the point of 
view argued for in the film. 


Effective Film Content: What kind 
of film subject matter content was 
most effective? It was found that 
the men likely to 
change their opinion if the argu- 
ments supporting their initial 
that is both 
sides—than if only the arguments 
against their 
cluded. 


were more 


stand were included 
position was in- 


At the same time it was found 
that making an equal case for 
“both sides” of the issue was less 
likely to produce a change than a 
“one-sided argument.” Thus—both 
presentations produce positive ef- 
fects, but the effect is less if argu- 
ments for the other side are given 
equal weight. 

Rules for covering “both sides” 
are: (1) all the arguments for the 
“other side” should be mentioned 
at the very outset; (2) attempts to 
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refute opposing arguments should 
be made only when an obviously 
compelling and purely factual 
refutation is available; (3) strong 
positive arguments are likely to 
be convincing; (4) an attack or 
opposing argument which has pre- 
viously been accepted will tend 
to have mainly the effect of antag- 
onizing those who hold them; (5) 
the subject matter content should 
be determined by research and 
pre-testing to find the nature of 
opinions of the intended audience, 
prior to the preparation of the 
final film message. 

Audience participation: In _rela- 
tion to participation when deal- 
ing with opinions, according to 
this study, the trainer should not 
give an opposed employee the 
opportunity to identify himself as 
a member of the opposition. In 
a personal situation “ego involve- 
ment” would become the greatest 
factor. An opponent should be 
prevented from taking a stand 
and stating his views — otherwise 
the effect of the communication 
might only be to strengthen his 
initial belief and to find new argu 
ments to rationalize his position. 
Forgetting Curve: We all prob 
ably assume that the effects of a 
film showing will be greatest im- 
mediately after the presentation. 
Probably we all assume that opin- 
ion (attitude) changes would show 
a forgetting curve as time passed 
after a film showing. This study 
furnishes us a surprise in respect 
to opinion changes. 

\ll men were tested about one 
week after a film presentation. 
How much of the one-week effects 
will be retained nine weeks afte1 
the showing? Opinion changes 
were larger after nine weeks than 
after one week, and in some cases 
very much larger. We generally 
assume, in business training, that 
factual information would be re- 
tained longer than opinions after 
a film showing. But—not so, ac- 





cording to this comprehensive 
study. Opinion changes tend to 
show an actual increase with the 
passage of time. 

The results of this study bear 
out the fact that forgetting occurs 
for factual material, but little for- 
getting occurs for “reasonable” 
opinions and that, in the case of 
highly “questionable’’ interpreta 
tions, an actual increase with time 
is found instead of a loss. 


RELATIVE ADVANTAGES OF 
AuDIO-VISUALS 

General Hypotheses: “Which is 
more effective in presenting orien- 
tation materials on the radio, a 
“documentary” (dramatic) or a 
commentator?” How does a film 
strip compare with a sound-scored 
motion picture? Isn't a film always 
superior to a lecture? These are 
sample questions for which we all 
want definite answers. 

The studies reported in this 
book do not give us “practical” 
answers. The authors clearly state 
many times that the results of this 
study are generally restricted to 
providing a basis for hypotheses 
about distinguishing factors. Their 
researchers were careful men. 
They did not aim to be specific 
about certain points—they did not 
need to be. 

Obviously, the question, “Which 
is the better training medium, a 
film or a lecture?” immediately 
raises further questions such as 
“what film?” “Who will give the 
lectures an amateur or an ex- 
pert?” “For what kind of audi- 
ences?” “For what kind of subject 
matter?” ‘These questions could 
be expanded into a score or more 
all resolving into an analysis of 
interacting factors that could pos- 
sibly never be answered. 
Suggested Relative Values: Never- 
theless, studies were made about 
some relative values, because of 
many requests and because the 
findings would indicate the need 
(CONTINUED ON PAGE 56) 
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Dealer Display Rooms 
Office Lobbies 

Sales Offices 

Trade Shows 

Railroad Stations 
Personnel Training 


Write for circular B-9 
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with TACHOMETER 


for 


CINE SPECIAL CAMERA 
AND MAURER CAMERA 


+ 115 V. UNIVERSAL MOTOR—AC-DC 
+ VARIABLE SPEED 8-50 FRAMES 
+ SEPARATE BASE FOR CINE SPECIAL 
+ ADAPTER FOR MAURER CAMERA 


Interchangeable Motors: 

12 Volt DC variable Speed 8-50 
Frames. 

115 Volt AC 60 Cycle, Synchronous 
Motor, Single Phase. 

220 Volt AC 60 Cycle, 3 Phase, Syn- 
chronous Motor. 


with ADMATIC 


@iIn Store by Day 


— 






ein Window at Night 


Fully automatic, with color, 
motion and sound, ADmatic 
will sell for you day and 
night. Troublefree — com- 
pact — versatile — the ideal 
point-of-sale medium. AD- 
matic tells your sales story 
with thirty 2x2” color slides 
projected in sequence on the 
large cabinet screen. De- 
signed for use in lighted 
areas, this forceful advertiser 
is your answer to increased 


sales. 


SALES AND DISPLAY OFFI 


ADMATIC PRoJECTOR COMPANY 111 W. JACKSON BLVD 


CHICAGO 4, ILLINOIS 
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Animation Motors for Cine Special, Maurer 
and Mitchell Cameras. Motors for Bolex and 


Filmo Cameras. Time Lapse Equipment. 


NATIONAL CINE EQUIPMENT, inc. 


20 West 22nd Street 


New York 10, N. Y. 
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Council on Candy Appropriates 
Budget for Film Exploitation 

@ Part of the $101,568 public rela- 
tions allocation of the Council on 
Candy of the National Confection 
ers’ Association will be spent on a 
motion picture program, Irvin C. 
Shaffer, chairman of the Council, 
recently announced. 

Film program includes exploita 
tion of the Council's sound pro- 
duction, The Sweetest Story, which 
has been released to commercial 
theatres. It is estimated that the 
annual audience for this 10-min 
ute short will approximate seven 
and a half million persons. The 
movie dramatizes the place ol 
candy in the average diet and 
highlights the more romantic 
phases of its production. 

Funds will also provide for con- 
tinued distribution of the educa- 
tional 16mm sound motion pic- 
ture, Candy and Nutrition, to 
grade and high schools through- 
out the nation. This film has been 
seen by more than one and a half 
million students at some 17,000 
showings in less than two years. 





Promotion will also include 
continued television showings of 
Candy and Nutrition; previous 
B popularity in the TV field augurs 
pwide spread utilization during this 
Mall and winter. 


C.1.0. Films Its Interpretation 

# Current Steel Wage Dispute 
« The C.L.0. Firm Division has 
Mow available Your Fight fo 
Wages, the story of the 1949 drive 
for wages in the steel industry. 
Among the C.1.O. figures appear 
ing in the 20 min black and whit 
film are President Philip Murray; 
Robert Nathan, economic consult 
ant; Arthur H. Goldberg, general 
counsel, Murray Latimer, social 
security consultant and David H. 
MacDonald, secretary-treasurer. 
rhe film outlines the C.1.O. plan 
for wages, pensions and insurance 
which was presented to the U.S. 
Government's Fact Finding Board. 
Film is available for $1 rental 
from the C.1L.O. Film Division, 
Dept. of Education and Research, 
718 Jackson Place N.W., Washing 
ton 6, D.C. 


New State Department Series 
in Production at RKO-Pathe 
@ RKO Parue, INc. is now pro 
ducing several series of films for 
the State Department to be dis- 
tributed by U. S. information 
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PICTURE PARADE EY 


NEWS AND COMMENT ABOUT COMMERCIAL FILMS 


services throughout the world 
15 to 24 language versions. 

One series is a monthly news- 
reel about American life and cus- 
toms. Another consists of special 
news films about issues of vital 
concern to the United States. 

In addition to the regular RKO 
Pathe personnel, foreign versions 
require the services of fifty special 
translators, checkers, narrators and 
monitors approved by the State 
Department. 


New Film by Thew Shovel Company 
Is Titled ‘Lorains in Industry’ 

@ Loratns IN INpbustRY, a 16mm 
color motion picture made by the 
THew SHovet Co. of Lorain, 


Ohio, is now available on request 
local Lorain dealers. Running 
time is 28 minutes. 

Scenes from everyday work op- 
erations show the use of Lorain 
machines in industrial material 
handling. The company stresses 
the fact that it is not a “design 
and construction” film but was 
produced for industry showings 
to demonstrate how Lorain 
equipment can speed up material 
handling and lower handling 
costs. 


Manufacture of Rope Described 

in Plymouth Cordage Documentary 
@ Tue PLymoutu Corpace Com- 
PANY of Plymouth, Massachusetts 
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DRAMATIC PHOTOGRAPHY features the cur- 
rent Consolidated Edison (NY) film 
“Electricity—Serving New York.” Scene 
above shows a turbine installation. 


has just released The Plymouth 
Story, produced by PAaTHESCOPE 
COMPANY OF AMERICA, INC. 

Plymouth Story is addressed to 
purchasing agents of rope for the 
marine and industrial fields. Doc- 
umentary style is used, placing 
emphasis on the town of Plymouth 
and the people who work at 
Plymouth Cordage. In Plymouth 
Story the company stresses the in- 
tangible differences between their 
products and those of other com- 
panies, pointing out the integrity 
of the men in their factory and 
the efficiency of the machines. The 
careful selection of finest fibers 
and its regrading are pictured. 

Some of the older workers at the 
factory appear m Plymouth Story 
and their work and lives are de- 
scribed. The film ends with scenes 
of the rope they manufacture, 
shown in use in industry and on 
ocean going vessels. 


Free Enterprise is Theme of 

New Filmstrip "The Magic Triangle" 
@ A new 35mm filmstrip titled 
The Magic Triangle—the Story of 
Free Enterprise has been prepared 
by Victor KAYFETZ PRODUCTIONS 
for use in industrial and employee 
relations. 

The film demonstrates to the 
individual worker his stake in the 
free enterprise system as opposed 
to “planned economy” theories. 
Emphasis is placed on increased 
productivity and the resulting in- 
creased buying power. 

Cartoon characters are used to 
show the roles of consumer, labor 
and capital, showing that almost 
everyone is all three and that only 
by cooperation through the free 
enterprise system can the interests 
of all three be benefited. 

The Magic Triangle has 130 
frames and can be shown in twen- 
ty minutes using any silent film- 
strip projector. Prints are avail- 
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Business Screen Bookshelf 


THE 
BLUE BOOE 
of 


AUDIO-VISUAL 
EQUIPMENT 


Standard Reference 
Source of Audio-Visual 
Projection Equipment 


* Every company or institution 
owning audio-visual projection 
equipment needs this authoritative 
original Blue Book of every stand- 
ard make and model of sound and 
silent motion picture, slide and 
slidefilm, opaque and overhead 
projectors. Gives original list prices, 
model numbers, essential parts 
data and descriptions. 


Invaluable for appraisers, insur- 
ance adjusters, plant or office in- 
ventory valuations, field check-up. 
Used by most audio-visual educa- 
tion dealers to establish trade-in 
valuations. Kept up to date with 
regular bulletins. Plastic bound, 
printed on heavy stock . . $4.50 


The Audio-Visual | 
Projectionist’s Handbook | 


* This colorful, graphic manual 
shows how to put on good film pre- 
sentations. Pages of helpful sugges- 
seful charts on equipment 
maintenance, fikm care and two-col 
or threading diagrams for all stand- 
ard sound motion picture projectors. 
Completely illustrated, plastic 
bound and fully authoritative. 
Single copy . . . . $1.00 


Order today from 


| BUSINESS SCREEN 


| 812 N. Dearborn St. Chicago 10, Ill. 





Business Screen Bookshelf 


Maintained as an industry service for our 
readers . . . the Bookshelf now stocks every 
important reference volume devoted to 
audio-visual problems or utilization. Write 
for complete checklist. 


JUST PUBLISHED! 


The most important factual report 
on mass communications in wartime 


“EXPERIMENTS ON 
MASS COMMUNICATION” 


by Carl |. Hovland 
Arthur A. Lumsdaine 
Fred D. Sheffield 


Volume 3: Studies in Social 
Psychology in World War Il 
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able from the Bureau of Commu- 
nication Research, Inc., 13 East 
37th St., New York City. 


Atlas Film Corp. Produces Film 
for Champion Spark Plug Company 
@ THe ATLas Fitm Corporation 
has just completed Story of a 
Spark Plug for the CHAMPION 
SpaRK PLuG Company of Toledo, 
Ohio. The film was produced in 
cooperation with the United States 
Bureau of Mines. 

rhe thirty-three minute film de- 
scribes the experimental research 
in metals to develop the Cham- 
pion spark plug as well as scenes 
in manufacture of the product. 
Emphasis is placed on regular in- 
spection of spark plugs by automo- 
bile owners and latest testing tech- 
niques are illustrated. 

Story of a Spark Plug is avail- 
able for distribution to schools, 
colleges, scientific and technical so 
cieties, business and labor groups, 
civic and other organizations 
through the Film Library of the 
U. S. Bureau of Mines at Pitts- 
burgh. 


Yale & Towne Work-saver Line 
Demonstrated in New Picture 

@ Yate & Towne is sponsor of a 
new film titled Here’s Your Work- 
saver which demonstrates the rap- 
idly growing family of battery 
powered “walkies.” “Walkies” or 
Work-savers are the company’s 
new powered hand trucks that 
have been designed for moving 
light weight equipment. PRINce- 
TON Fitm Center of New York 
City produced the film in coopera 
tion with the Fuller & Smith & 
Ross advertising agency. 

Scenes in the movie show the 
Work-saver being used by such 
companies as Crucible Steel, Alu- 
minum Company of America, 
Canada Dry, The Carrier Corpo- 
ration, Jones & Laughlin Steel and 
others. Typical examples of the 
handling of drums, bins and boxes 
are demonstrated. 

The seven basic models of the 
Work-saver are illustrated and 
explained. This fifteen minute 








Type Titles 


...asmall item in the 
cost, but a big factor in 
the appearance of the 
finished production. 
THE KNIGHT STUDIO 
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sound color film is available to 
materials handling, warehousing, 
traffic, methods, businessmen’s, en- 
gineer’s and university meetings, 
on free loan basis. 


Pacific Gas & Electric Releases 
‘Snow’ and ‘America in the Making’ 
@ Iwo new motion pictures, cov- 
ering widely different phases of 
public relations, were recently 
completed and released by PaciFic 
Gas & ELecrric Company, San 
Francisco. This firm has used films 
for public relations over a period 
of many years, with continued 
distribution of pictures filmed as 
many as ten years ago. 

Snow is the story in color of the 
problems that come with winte 
snows in the mountains. It is the 
record of the PG&E snow crews 
which keep canals open and powet 
lines up, regardless of weather. 
Phe script was written by William 
Park, photography was by Joseph 
Rucker and Jon F. Stanton, and 
W. A. PaLmer Fics, INc. made 
the sound track and finished the 
picture. 

America in the Making is the 
photographic record of the Grand 
National Junior Livestock Exposi- 
tion at the Cow Palace, San Fran- 
cisco. All the principal classes of 
livestock judging, as well as the 
rodeo events are shown in detail. 
Through PG&E representatives, 
showings may be arranged for 
farm groups and organizations in 
California. 


"You Are My Neighbor’ Is Aimed 
To Attract Visitors to Cincinnati 
@ Bert JoHNsTON COMPANY re- 
cently produced a color film titled 
You Are My Neighbor for Your 
NEIGHBOR INC. The sponsors were 
the Cincinnati Convention and 
Visitors’ Bureau, The Cincinnati 
Chamber of Commerce, Retail 
Merchants Association and The 
Hotel Association. 

The purpose of the film is to 
invite visitors to Cincinnati and 
the treatment is based on the idea 
that all cities in the U.S. should 
get to know each other better. 

Scenes of the Cincinnati Sym- 
phony Orchestra, the zoo, amuse- 
ment park and the Cincinnati 
Seismological Observatory are in- 
cluded. The emphasis has been 
placed on the city as it is today 
with all its attractions stressed 
rather than reviewing its history. 

Running time is 22 minutes. 
The film is available to school, 
church, club and all adult and 
youth audiences on free loan, by 
the Bert Johnston Company, 8204 
Blue Ash Road, Cincinnati 13, 
Ohio. 
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KODACHROME REPRODUCTIONS 


Hollywood's Top Producers prefer 
THE CFl TREATMENT 


Reduction Printing 
Contact Printing 

Dailies 

Release Prints in 

color or black and 


white... 16 mm 
and 35 mm 


At Consolidated, each job is attended to 
individually and personally by experts. A 
special electronic printing device protects 
your Kodachrome originals against mutila- 
tion or weakening by notching. 


CFI also makes Kodachrome Intermediates 


embracing every desired optical effect. Re- 


Titles and Optical 
Work 


Blow-ups 
Projection Service 


Shipping and 
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lease printing is thus done without wear of 


We hope you'll try us — soon. 


The Only Complete Laboratory Service 
for 16 mm and 35 mm films. 


CONSOLIDATED FILM INDUSTRIES 


A Division of Republic Pictures Corporation 
959 Seward Street, Hollywood, California 
Telephone — HOllywood 9-1441 


NEW yorK: 1790 Broadway, New York 19, N.Y. 
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CABINETS » Aeuwmade 


Film Strip 


Compact, fireproof and dustproof, NEU- 
MADE CABINETS provide complete and 
efficient storage filing facilities. All drawers 
removable — each supplied with two large 
index cards. 

FILM STRIP CABINET. Model MF-6. Six 
drawers accommodate over 300 of the 142” 
cans. Six adjustable dividers in each drawer 
allow for separati of desired width. 
SLIDE FILE CABINET. Model SF-5. Holds 
all types 2 x 2 slides — each held firmly 





2” x 2” Slides 


in position with dividers for indexing. Five 
drawers with capacity for 1250 slides (2500 
readymounts). 

ALSO AVAILABLE: Model SF-5-S for 
“Blocked Unit” slides with 30 tabbed ad- 
justable dividers. Capacity 2500 slides 
(5000 readymounts). 

All cabinets heavy gauge steel — welded 
construction. Olive-grey baked enamel fin- 
ish, chrome handles and index card holders. 
Overall size: 15” wide, 12” deep, 13” high. 


Write for new Catalog No. 17 showing complete line 16MM Aids. Storage Racks, Rewinds, 
Splicers, Reels, Cans, Shipping Cases, Tables, etc. 
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Men who make a PICTURES 


William Burnham Joins Transfilm 
@ Maury f. 
manager, announced that WILL 
AM BURNHAM has joined the sales 
department of ‘TRANsFILM, INC. 


GLAUBMAN, sales 


Burnham was formerly with RKO 
Pathe and for the past vear has 
been in charge of the New York 
office of Cascade Pictures. 


Hamilton Leaves BIS Staff 

For State Department Post 

@ Tue British INFORMATION 
SERVICES announces the resigna 
tion of JoHN L. HAMILTON from 
the position of Films and Publi 
cations Ofhcer in their Chicago 
othce. 

Mr. Hamilton, an American citi 
zen, has been with B.LS. since 
1944. He is resigning to take a 
position with the U.S. Department 
of State. After a period of consul 
tation and orientation in Wash- 
ington he will leave to take up 
the post of film officer at Tehran, 
Iran where he will be attached to 
the U.S. Embassy 

Until a successor is appointed, 
film work at the Chicago office will 
be carried on by Norma Barts 
and publications will be looked 
after by Basite ANGLIN 


Robert Rubin Joins Pathescope 
@ PatTHescorre COMPANY OF AMER 
1, INc., of New York, producers, 
announces that Roper’ RUBIN has 
been appointed to their sales staff. 
Rubin was formerly manufactur 
cr’s representative for the Auto- 
matic Projection Corporation of 
New York City. Previously he was 
assistant supervisor of the Audio 
Visual Center of the College of 
the City of New York. 


Skellie Joins Ross Roy Agency 

@ Ben N. SkeEvtie has been 
named script editor and record 
ing director for slide film pro- 
grams currently being produced 
by Ross Roy, Ine 
al advertising agency. Skellie was 


, Detroit nation 


formerly associated with WILLARD 
Pictures, New York, and also did 
free lance work. 


Crawley Films Names McCauley 
as Studio's Director of Music 
@ F. R. Crawtey, president of 
CRAWLEY Fits, Ottawa, Canada, 
has announced the appointment 
of Witttam A, McCautey as di 
rector of music for that organiza 
tion. 

McCauley has been director of 
music at the Ottawa Technical 
School and composed the score 
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Canadian music at 
the conference of the Music Edu- 
cators of America held in Detroit 
last vear. 


represe nting 


Announce Executive Staff Change 
at Special Purpose Films, Inc. 

@ Hampton W. Howarp has an 
nounced his resignation as presi- 
dent and director of SpeciAL Pur 
Pose Fitms, INc. JOHN Fox, vice- 


president and treasurer, will move 


up to the president's post, while 
WitiiaM F, Croucnu will take over 
as vice-president in charge of pro- 
duction. 

SP Films have just completed a 
series of TV commercials for Proc 


ter and Gamble and a 30-minutee 


film featuring CBS's Bill Leonard. 


rd TODAY.-- 
a 


propuck 


Babbitt Named Director of UPA 
@ The new director of Unrrep 
PRODUCTIONS OF AMERICA is ART 
BABBITT, it was announced by 
STEPHEN Bosustow, _ president. 
Babbitt has been a supervisor of 
animation at Walt Disney Studios. 
He also worked a year and a half 
in the UGC cartoon studios in 
Paris, France and was an animator 


for Paul Terry Studios. 


New Quarters for Sterling Films; 
Add Television Film Department 

@ STERLING Fits, INec., has 
moved to new offices at 316 West 
57th Street, New York. Expansion 
of the business, plus addition ofa 
new television department neces- 
sitated the move to larger quarters. 


p IN COLOR 
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WALTON BUILDING 


MOTION PICTURES 
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Grorce Hilton 


Joins Handy for Planning Control 
@ Grorce Hivron has joined the 
planning control department of 
the JAM HANDY ORGANIZATION to 
work on sales promotion and 
training programs, Evererr SCHA 
FER, vice-president in charge of 
service Operations stated. 

Hilton has been with Campbell 
Ewald and Brooke, Smith, French 
and Dorrance, Inc. in key creative 
and planning posts. 


Film Counselors Incorporate 

@ On its third anniversary, Fitm 
Counsevors, INC. has announced 
that it has become a corporation 
and moved to new offices at 8 West 
10th Street in New York. 

During the past three years, 
Film Counselors has served ovet 
twenty leading film sponsors with 
consulting and supervisory services 
on business films. 


Form Screen Associates, Inc. 

@ ScrReEEN Associates, INc. has 
17 Madison Ave 
nue by Morrie Roizman, formerly 
Chief Film Editor of the March 
of Time. The new production firm 


been formed at 


will specialize in industrial, adver- 
tising and public relations films 
for industry and television. 


Madison Filming Yellowstone 

@ Lawrence MaApison of MPO 
Productions, Inc., New York City, 
has been on location in Yellow 
stone Park, Wyoming, shooting an 
MPO production of Yellowstone 
Park in 16mm color for the Forp 
Moror ComMPAny. 


Completes Venezuela Project 

@ THe PRINCETON Fitm CENTER'S 
director of photography, Frep 
Manon , A.S.C., has arrived in the 
United States after six months 
in the mountains and jungles of 
South America. Mandl directed 
the photography for a film on 
transportation, part of the series, 
Venezuela on the March, which 
is due to be released this fall. 
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ALVIN W. STREITMATTER 


Kodak Names Executives for 
Professional Studio Activities 
@ Ture Eastman Kopak ComMPany 
has selected ALvin W. STREITMAT- 
reR to head its professional studio 
and convention activities, and at 
the same time appointed Oscar 
W. WIEGGEL as assistant manager 
of the professional studio. 
Streitmatter has been with East- 
man for nine years, and has super- 
vised the professional studio since 
1947. Wieggel has been with the 
company since 1941, and has been 
attached to the professional studio 
for the last two years. 


Western Electric Merges ERPI 
Film Activities Into Westrex 

@ F. R. Lack, vice-president of 
the Western Electric Co. Inc., has 
released the information that the 
talking picture and disc recording 
activities of the company’s Elec 





NEW 16MM MOVIOLA 








Mode! LP 


Picture area 
2”°x2%”" 
also 
available 
with sound 
equipment. 


Write for literature and prices on our 


complete line of 16mm and 35mm editing 
equipment, which includes: film viewing 
machines, sound readers, synchronizers, 
lifferential gear rewinders, rewinders. 

MOVIOLA Manufacturing Co. 
1451 Gordon St., Hollywood 28, Calif. 
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trical Research Products Division 
will be merged, effective October 
Ist, with Westrex Corporation, a 
wholly-owned subsidiary. 

For many Westrex has 
distributed sound recording and 
reproducing equipment outside 
the U.S. and Canada and is cur- 
rently servicing over 5000 theatres 
abroad. 

This 


lieves, 


years 


consolidation, Lack be- 
will Westrex to 
serve the industry more effectively 
on a world-wide basis. 


HANDY STAFF CHANGES 


@ JAmM HANpDy ORGANIZATION edi- 
torial head JoHN Faricy has an- 
nounced a new appointment to 
the writing staff, Bruce ELLIison. 
Ellison has been with Albert Pick 
Co. and J. W. Kennedy Co. 

In his new capacity he will 
assist in planning meeting guides 
and other printed material, and 
in writing slidefilm scripts. 

Another editorial addition is 
Exist Kreoveran, who has been 
added to the TV editorial staff. 
Miss Keoleian was associated with 
Hershey-Paxton Advertising agen- 
cy, Detroit. 


enable 


ELISE KEOLEIAN 





Adds Reed and Mudgett to Staff 
@ Grorce Retp has recently 
joined the contact and sales pro- 
motion staff of THe JAM HANby 
ORGANIZATION, it was announced 
by George B. Finch, vice president 
in charge of sales. Previously Mr. 
Reid was engaged in sales promo- 
tion activities with Standard Oil 
of Indiana. During the war he 
was an aerial gunnery instructor, 
using Jam Handy training devices 
to expedite military training. 
WaLtpo Mupcetr has joinec 
the JHO planning control de 
partment. Formerly Mudgett 
worked with the W. W. Garrison 
Advertising Agency and was sales 
promotion manager of the Liquid 
Carbonic Co. of Chicago. He has 
also been associated with the 
Kawneer Co., Niles, Michigan. 
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A STAR IS BORN?! 


+ 
VITACOLOR 


The Three (3) Color Process that is destined to play 
a leading role in the Motion Picture Color Field. 


VITACOLOR gives the producer . . . Release Prints with more Brilliant 
and Saturated Color, Sharper Definition, Finer Grain, Silver Sound Track 
and at low cost! ! 


/ 35mm VITACOLOR Theatre Release Prints from all 35mm and 16mm Color 


Originals. 
V 35mm VITACOLOR Theatre Release Prints from 35mm 3-Color Successive Frame 
Separation Negatives. 
V 35mm 3-Color Separation Negatives from all 35mm and 16mm Color Originals. 
V Complete Printing and Processing Service for the New DU PONT Color Positive. 


VV Complete Ansco Color Printing and Processing Service for Motion Pictures, Slide 
Films, and Slides. 

V_ All the highly specialized Contact and Optical Printing equipment used in the 
VITACOLOR Process is available for use on work from our Ansco Color and 
Du Pont Color Customers. 

V_ VITACOLOR is the largest and best equipped 35mm Color Film Processing 
Laboratory in the United States devoted to Color Motion Pictures, Color Slide- 
films, and Color Slides. DAILY CAPACITY—216,000 feet. 

FREE Testing and Filter Pack Data for Ansco Color Film. 


< 


FREE Pick-up and Delivery Service in the Los Angeles Area. 


Please write for Quotation 


VITACOLOR 


"Brings the Rainbow to the Screen" 


230 West Olive Ave., Burbank, Calif. Phone CHarleston 0-8136 
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RCA Presents TV Color Plans, 

Du Mont Requests TV Color Tests 
@ Tue 
AMERICA has presented plans for 
a new all electronic 


RADIO CORPORATION OF 


IV color sys- 
tem to the Federal Communica- 
tions Commission. The outstand- 
ing feature of RCA color TV is 
that it make present 
receiving sets obsolete. They can 
be changed to color by adding an 


does not 


adapter or go on receiving black 
and white from color TV broad 
casts. 

Ihe station can 
send some of its programs black 


transmitting 


and white and others in color and 
both types of sets will receive all 
programs. Also present transmis 
sion equipment will not be made 
obsolete. 

Following the release of RCA 
IV, Dr. Allen B. Du Mont, 
president of the Du Mont Labora 
FCC 
hearings this month view the three 
color TV systems developed to 
date and compare them with black 
and white TV. The three color 
I'V systems are those of RCA, The 
Columbia 
and Color 

Du Mont suggested using the 
Du Mont Washington TV station 
for the black and white broadcast, 
and that it and the color IV 
systems broadcast the same sports 
event. 

Mr. Wayne Coy, chairman of 
the FCC, responded to the sug 
gestion by 


color 


tories, requested that the 


Broadcasting System 


Television, Inc. 


calling a meeting to 


arrange for a schedule for such a 
test. 

Dr. C. B. Jollile, executive vice 
president in charge of RCA Lab- 
oratories, announced that WN BW 
of Washington D.C. begins color 
['V broadcasts September 26 
which will be received at a down 
town broadcasts 
black and 
white sets in monochrome and will 
not interfere 


location. These 


can be received on 
with the station's 
regular schedule. 


Du Mont National TV System 
Outlined in Hearings for FCC 
@At hearings before the FCC this 
month The Atten B. Du Mont 
LABORATORIES, INC, are presenting 
an outline for a national television 
system that will utilize the very 
high frequencies and ultra high 
frequencies so that viewers in most 
of the country’s 140 metropolitan 
districts including all cities over 
50,000 have a choice of TV services 
from a multi-network system. 

Phe DuMont plan also provides 
for 7 UHF channels for educators 
and 10 


SCTV ICE to 


additional channels for 


smaller communities. 
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FCC Begins Own Quiz Program on Color TV 


Ihis plan is an alternative to the 
FCC plan that was presented last 
July. 

Dr. THoMAs T., GOLDSMITH, JR., 
director of research, developed the 
program which is being presented 
by Du Mont. The eight points of 
their TV allocation plan are as 
follows: to utilize the twelve pres- 
ent commercial VHF channels to 
the fullest extent for metropolitan 
areas, to utilize 48 UHF channels 
for other areas, to reserve twelve 
additional UHF channels for 
smaller communities, to set aside 
nine UHF channels for education 
al broadcasting, to allocate VHF 
and UHF frequencies so that every 
metropolitan community has a 


From color film, “Eve- 
ning Stor,"’ introducing 
new i pattern. 


minimum of 
minimize 


four stations, to 
intermixture of VHF 
and UHF assignments in the same 
area, to designate certain cities 
now having limited VHF service 
as future UHF cities, and to allo- 
cate channels so as to minimize 
interference between stations. 


Radio Manufacturers Ass'n to 
Make Color Television Study 
@ A committee on Color Tele- 
vision has formed by the 
Engineering Department of the 
RADIO MANUFACTURERS 


been 


ASSOCIA- 


TION to make a study of present 
The 


committee’s report will be made 


systems of color television. 
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to RMA’s Television Committee. 

Official attitude of RMA on 
color runs like this, “When and 
if one of these (color television) 
systems is accepted by the FCC 
and the industry as standard, it 
must be thoroughly field tested 
and proven under practical broad- 
casting conditions. The industry 
is in accord with the policy ex- 
pressed by the FCC that any future 
color system must be capable of 
being received on present sets with 
only minor modifications.” 

. . . 

TV Audience Reaction Tests 
Conducted by Schwerin for NBC 
@ THe SCHWERIN RESEARCH Corp. 
is conducting a series of TV audi- 
ence reaction tests for NBC. The 
largest such test made for any 
IV program on any network to 
date, was of the NBC “Garroway 
at Large” variety show Sunday, 
September 4. 

Viewers in New York, Balti- 
more, Boston, Wilmington, Provi- 
dence, Cleveland, Chicago, Wash- 
ington, Philadelphia, Detroit and 
Lancaster 
by-minute 
hou 


minute- 
halt 


system de- 


recorded thei 
reactions to the 
The 
pends on small “cue numbers” 
which appear in a corner of the 
I'V screen. 


program. 


A score sheet is used 
to record reactions to specific sec- 
tions of the program and a list of 
general questions appears at the 
end of the sheet. 

\ regular series of home tests 
in New York will be applied to a 
full schedule of 
commercial programs of 
WNBE station. 


was of the 


sustaining and 
NBC's 
The first such test 
“Believe It or Not” 
August 24 when 2,000 own- 
Over 25,000 set 
owners are expected to participate 
in these Schwerin viewer tests by 
the end of 1949. 
> . * 

SMPE Develops TV Test Film 

@ Tue Morion Pi 
ruRE ENcineers has produced a 
test film which will help TV 
broadcasters make certain that 
they transmit all of the picture the 
film producer intended with the 


show 
ers were tested. 


SOCIETY OF 


best possible picture quality. Seven 
different test targets and fifteen 
scenes photographed specifically 
for TV use, make up the 985-foot 
test reel. The film was developed 
by a committee under 
manship of Dr. R. L. Garman, 
research director of General Pre 
cision Laboratories. 


the chai 


It is available 
l6mm width. For 
further information write the So- 


in 35mm and 


ciety of Motion Picture Engineers, 


342 Madison Avenue, New York 
[7, Me. 
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TV Commercial's Stars in Olds’ Film 
@ OLDsMOBILE’s recent picture 
Johnny Makes a Date which was 
produced by Witpine Picture 
Propuctions of Chicago, is the 
first in which actors appearing in 
TV commercials were also fea- 
tured in a company film. Wilding 
produced during 1948 a series of 
I'V spot commercials for the Olds- 
mobile division of General Motors 
through their agency D. P. Brotn- 
ER AND CompaANy. These proved 
so successful that it was decided 
that the recognition value of the 
hero and heroine of the TV shorts, 
could be profitably capitalized on 
in the film. Thus one form of 
audio visual media was supple- 
mented with another. 


RMA Sponsors TV Film Series 

@ Designed to help TV set owners 
get maximum service out of their 
receivers, films will be produced 
by Radio Manufacturers Associa- 
tion. 

These educational films, which 
will cover points on the care and 
maintenance of television receiv- 
ers, will be released to TV broad- 
casters for screening and should 
eliminate many 
to servicemen. 


“nuisance calls” 


Santa Fe Films in Production 

@ Santa Fe’s series of fifteen 15- 
minute television film programs 
featuring Burton Holmes, “the 
world’s most famous traveler,” is 
currently in production at Sarra’s 
Chicago studios. 

Sarra, for certain scenes, 
structed a complete Santa Fe ticket 
office in the studio. In addition to 
scenes such as these, the 
utilizes footage from the famed 
Burton Holmes Travelogues, fa- 
miliar to lecture-goers throughout 
the country. 


Boston Bank Used Trademark to 
Open and Close Its TV Show 

@ Boston TV audiences are seeing 
the familiar Shawmut Indian, 
trademark of the NATIONAL SHAW- 
MUT BANK, come to life via tele- 
vision in a series of spot commer- 
cials produced by Sarra, INc. for 
Doremus AND Co., the bank's 
agency. 


con- 


series 


Live and animation footage are 
combined in the spots, used to 
open and close a regular program 
sponsored by Shawmut. 

Offers Twelve Short "Musicals" 

@ Tevecast Fits, INc., 145 West 
15th Street, is now offering a new 
series of twelve short three-minute 
musical films for television. Fea- 
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tured are nine Hawaiian songs by 
Charles King, Andy lona and 
Johnny Pineapple, and three pop- 
ular songs by Jackie Paris and his 
trio. The company is now dis- 
tributing copies of its new thirty- 
page catalog of shorts and features 
of every description for television 
use. 


Ford Sponsors Geisel Cartoons 

@ Tep GEIseEL, cartoonist famed 
for his “Quick Henry, the Flit!” 
series checked in at United Pro- 
ductions of America to turn out 
a series of five commercial shorts 
for Ford. Booked through the J. 
Walter Thompson Company, the 
cartoons are being done in Tech- 
nicolor for release in theatres, and 
in black and white as 40-second 
IV commercials. 


Copies of Exhibition Contract 
for Tele-Films Now on Sale 
@ NATIONAL TELEVISION FILM 
Councit. head, Melvin L. Gold, 
has announced that copies of the 
Standard Exhibition Contract for 
Television films, authored and 
sponsored by the NTFC, are now 
available to film producers, dis- 
tributors and television stations. 
Also for sale are supplementary 
schedule forms, which preclude 
the need of a new contract being 
drawn up each time a distributor 
sells a film to a station. These 
sheets provide for establishment of 
separate financial arrangements 
on each film, but automatically 
make the negotiations a part of 
the original contract form. 
Documents may be ordered 
from NTFC offices at 300 W. 23rd 
St., New York City. Contracts are 
$5.00 per hundred; schedules $2.00 
per hundred. 











Selectroslide projector 
unit supplied with the 
Cabinet can be taken 
out for employee train- 
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jobs. Projector has self- 
contained carrying case 
for portability. 
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color, action and interest available 
only with the SELECTROSLIDE. 
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screen for brighter images. 


@ Modern wood design in attractive 
light or dark finish. Also available 
with mar and scratch-proof covering. 
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matic. Operates for just a few pennies 
a day. 
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4 sq. ft. of space. 
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One of the 163... 


‘‘Malnutrition In Tropical Diseases.’ now in production 
for E. R. Squibb and Sons, is one of the 163 films* for which 


our staff has done the writing. 


° by 


*as of August 22 
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Samer LENSERS stage TV commercial scene 
at Chicago studio: see item on Purity 


Bakeries television series belou 


TELEVISUAL SHOP TALK 


Carl M. Stanton recently 
joined the NBC Television Dept. 
Stanton was head of 
night time radio and _ television 
for Dancer-Fitzgerald-Sample ad- 


formerly 


vertising agency. 
IV stations in Washington 
D.C. estimate an increase of 1700 
sets in the area during August 
bringing the total number to 
55,700. The Washington Tele- 
vision Circulation Committee, rep 
resenting the four TV stations in 
the area, made the survey. 
Hubbell Television, Inc. an 
nounces they are now distributing 
over 600 films for television made 
The new 
company has a ten year contract 
with Richardson-Hubbell Tele- 
vision Networks Ltd. of Great 
Britain for all rights to their films 


in England and Canada. 


for distribution in U.S., Mexico, 
Canada and Cuba. 
Convention note TESMA 


PFEDA annual convention and 
trade show, Stevens Hotel in Chi 
cago, September 26-28. 

\ new series of animated video 
commercials for Petri Wine will 
be filmed by Jerry Fairbanks Pro- 
ductions. Young & Rubicam, Inc. 
is handling the Petri account. 

Candy Lu a marionette in 
Candy Land Settings is featured 
in a new Boston r\ 
prepared by Sarra 
Inc. for the Lewis Candy Co. Mrs. 


Remo Buflano, animator and wid 


series ol 


commercials 


ow of the late master marionette 
maker, fashioned Candy Lu espe 
cially for this series. \ series ol 
one-minute commercials for T\ 
has also been completed for Purity 
Bakeries, makers of Tavystee Bread, 

Sarra. William D. Fisher, as 
sistant radio and television dire« 
tor, supervise d production lor 
Young & Rubicam, Inc., advertis 
ing agency. In charge for Sarra 
were Joseph G. Betzer, director of 
film planning and Harry W. 


Lange, production manager. 


@ The DuMont 
work will reach seven new markets 
and provide 


Television Net- 


full night and day 
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network facilities to its affiliates, 
stepping up program offerings 
90°, after September as a result 
of allocations arranged in joint 
conference with AT&T and other 
webs. Commander Mortimer W. 
Loewi, its director, announced. 
> . * 

New TV Filmstrip Projector 

@ Appison E. Fiscuer of Bauscu 
& Loms’s Educational Instrument 
Division announces a new Tele- 
vision Slide Projector which is 
being used to transmit slide strips 
directly onto the pickup tube 
signal plate of the film television 
camera. The new projector was 
developed by Bausch & Lomb Op.- 
tical Company for General Elec- 
tric’s transmitter division at Svra- 
cuse, N.Y. The unit will be es 
pecially useful in televising news 
flashes, photographs, temperature 
readings and time announcements, 
from filmstrips. It is now in use 
in New York, Washington D.C. 
and San Francisco stations. 





Gold Renominated as President 
Of National TV Film Council 
@ Mervin L. Gop, Director of 
Advertising and Publicity for Na- 
TIONAL SCREEN SERVICE has been 
renominated for a second term as 
president of the National Tele- 
vision Film Council. Also nomi- 
nated were WittiAM S$. Roacn, 
U.A. legal counsel of the law firm 
of O'Brien, Driscoll, Raftery & 
Lawlor, as vice-president; SALLY 
PerRLe of the Mesal Organization 
advertising agency as secretary; 
and Ep Evans, film relations di- 
rector of WPIX as treasurer. The 
entire slate is unopposed. Election 
of officers will be held at the regu- 
lar meeting of the NTFC on Sep- 
tember 29. 

* >. > 
Form Cinetel Corporation for 
Central TV Film Purchasing 
@ CineTet Corporation, at 119 
W. 57th St., New York city, has 
been formed by Edwin Woodruff 
to meet requirements of television 
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Stations needing a central film 
purchasing agency. Cinetel will 
offer subscribing stations advan- 
tage of group purchase of films 
exclusive to their markets on an 
optional acceptance basis. 

Before pix are submitted to 
their subscribers they will be re- 
viewed and approved by a board 
consisting of Bert Balaban and 
Paul Diamond of Paramount; 
Robert Paskov and Woodruff. To 
date 16 stations have subscribed 
to the service. 

>. * * 
Signal Corps Photographic 
Engineers Solve Water Problem 
@ Water, always a major problem 
where field photographic units are 
concerned, is going to be supplied 
from an inexhaustable source in 
the future, Signal Corps Photo- 
graphic Engineers announced re- 
cently. 

Casting about for a method of 
water purification that could be 
substituted for a daily supply of 
3000 gallons needed to operate a 
typical field laboratory for a 24- 
hour period, Signal Corps scien- 
tists conceived the idea of apply- 
ing a comparatively old principle 
used by industry for 
water fed to large boilers in order 


softening 


to reduce scale formation, and by 
the Navy during the war in con- 
verting sea water to drinking 
water. 

This 


change process, used successfully 


method is the ion ex- 


to separate “rare earths”. 

In the Signal Corps application, 
a comparatively small amount of 
water, about ten gallons, is used 
again and again in washing photo- 
graphic prints by passing the 
water over thousands of small syn- 
thetic resin particles. The resins 
filter out and recapture silver and 
other impurities acquired by the 
water in the washing 
These synthetic resins are virtually 


proc ess. 


indestructible and can be rejuve- 
nated by a simple process. 

This process is a major step 
towards solution of the problem 
of operation of the mobile photo- 
graphic laboratory, and the appli- 
cations of these findings may have 
great value to industry. The mo- 
tion picture industry may find it 
of value in field processing, and 
with minor modifications, it may 
mean much in that business. 


* . * 


First “Audio Fair" in October 

@ First “Audio Fair” this country 
has known is to be scheduled 
October 27, 28, 29 at the Hotel 
New Yorker, New York City. 
Sponsor is the Audio Engineering 
Society. 
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Beacty + Usinsty: Ampro’s “Stylist 


New 20-Pound Sound Projector 

Shown by the Ampro Corporation 
@ Ampro Corporation engineers 
“Sty! 
ist”, their new lightweight pro 
yector 


are enthusiastic over the 


for this new 20-pound baby 
possesses a host of engincering 
advances. 

Weight and bulk, bugaboos ol 
portable projectors, have been cut 
to a minimum by the use of mag 
nesium and super-tough plastics 
The “Stylist” is a one-case pro 
gsag 
with all 
weighs only 28-plus pounds. 


jector in a luggage type carrying 
case, and aACCESSOTICS 

Phe amplifier and projector to 
gether account for twenty pounds 


of the total. The whole unit is 





one of the lightest precision built 
sound projectors on the market 
today. 

Educational and industrial 
audio-visual leaders at the recent 
NAVED Convention in Chicago 
gave the Stylist their enthusiastic 
attention. It was generally agreed 
that it is an excellent low cost, 
lightweight one case unit, suitable 
for small or large audiences, and 
especially suited to their needs. 

The cost for the complete unit 
is $325. Further information can 
be obtained from the Ampro Con 
poration, 2835 N. Western Ave., 
Chicago 18. 


Camera Mart Announces Line of 
Arriflex 35mm Camera Accessories 
@ THe Camera Mart, INc. an- 
nounces a new line of accessories 
for the ARRIFLEX 35mm camera. 
This is the type of camera used by 
Robert Flaherty for the filming of 
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Louisiana Story, the Pulitvver prize 
winning documentary. 

Prominent among the new ac 
cessories is the Camart Arri-Tri 
pod with friction head, trombone 
type legs, wide shoulders, sturdy 
leg locks and points, together with 
a baby tripod for $185. 

For fine work, the 
Camart lens extension tube may 


close-up 





The Arriflex 353mm Camera 


be used with excellent results. Phe 
Arriflex. built-in) motor can be 
driven with any of the three mod 
els of Camart lightweight plastic 
batteries. A compact non-over 
load battery charger and the Ca 
mart Hi-Hat are also available. 
Camart 200 foot magazines are 
now in stock as well as a limited 
supply of 400 foot magazines. 

For further 


cerning 


information con 
Arriflex supplies, write 
Camera Mart, Inc., 70 West 45th 
St., New York City. 

Heavy Duty Aluminum-Fibre Case 
Announced by Perfection Company 
@ THe Perrecrion SAMPLE Cast 
Company of Chicago, manufac- 
turers of the Fitmco line of film- 
shipping cases, has introduced a 
radical new line of aluminum plus 
fibre cases. 

The new line is constructed of 
hard alloy aluminum at the sides 
and tough hard vulcanized fibre 
top and bottom. All parts are riv- 
eted with steel cadmium-coated 
rustproof rivets and stitched cow 
hide handles and highest quality 
straps and buckles are used thru 
out. A newly designed, functional 
cardholder facilitates addressing 
and shipping. 

The Fi_mco line is being pro- 
duced in 1 reel, 2 and 3 reels, and 
3 to 5 reels capacities, in all sizes 
from 400’ to 2000’. Record and 
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filmstrip shipping cases are pres 
ently being developed. 

Information may be obtained 
from the Perfection Sample Case 
Company, 322 W. Van Buren 
Street, Chicago 7, Il. 

Radiant Adds Vyna-Flect Screen 
@ Vyna-Fiecr is the new glass- 
beaded fabric developed and in- 
troduced by RADIANT MANUFAC- 
rURING Corr. The new material is 
flameproof as well as being treated 
so as to be sale from mildewing. 
The fabric is vinyl plastic and the 
beads are bonded to it with a ther 
moplastic. 

It can be used where public 
safety requires the use of flame- 
proof materials and can also with- 
stand tropical humidity. These 
are considered two major projec 
tion screen problems. 

Write for samples and furthe: 
data to Radiant at 2627 W. Roose 
velt Road, Chicago 8. 


Natco Improves Model 3030 But 
Original List Price Unchanged 

@ THe Narco Company, Chicago 
manufacturer of 16mm sound pro 
jectors, has announced that the 
quality of the Mover 3030 projce 
tor has been improved but the 
company is maintaining the orig 
inal low-cost’ price of $298.50 
which was established in 1948 and 
which they have held since that 
time. 

Among the features are new 
oilite bearings, an improved typ 
plastic belt, new motor design, im 
provements in the lubrication sys 
tem, and in the 
plifier. 

For further information on the 
Model 3030, write Narco, 4401 \W 


North Avenue, Chicago 39 

Short Reel of Magnetic Tape 
Introduced by Minnesota Mining 
@ THe MINNESOTA MINING AND 
MANUFACTURING COMPANY has in 
troduced a new short-playing rec! 


speaker and am 


of “Scotch” sound recording tap¢ 
designed for use of radio stations 
and business and industry, etc. 

Ihe new reel is 150 feet long 
compared with standard reels of 
600 to 1200 feet. It will provide 
three minute playing time on con- 
ventional recorders, or twelve min- 
utes on dual track recorders. The 
tape is available with either paper 
or plastic backings and is identical 
to other “Scotch” sound tapes. 





Self-Contained Suitcase Model 
Announced by Technical Service 
@ TecunicaL Service, Inc. of 
Plymouth, Michigan, has an- 
nounced a sound motion picture 
suitcase-projector, weighing only 
10 pounds, yet containing screen, 
magazine, amplifier and speaker. 
This model carries 800 feet of film, 
and with the addition of reel arms 
will show up to 2000 feet of film. 
The projector has been devel 
oped, according to TSI president 
Robert Nevin, to fill requirements 
of the educational field and the 
needs of business for individual 
and group sales work, job training 
and labor relations. The cartridge: 
type magazine is power-driven to 
save the film and to rewind it fo 


continuous showing. Magazine is 
located away from the lamp heat 
area and mav be changed as easil\ 


as conventional re 





The TSI l6mm Sound Projector 


Nevin states that this new pro 
jector is the result of research in 
the suitcase type mod hich th 
! ’ 
have been tmanulacturing since 
1939, There are over 2500 self 
contained units now in service 


During the war TSI manulactured 
large continuous photographic de 
veloping and printing machines 
lor the Air Force. 

The new model is 1534” x 2234” 
x12” with DeVry mechanism, 800 
{t. capacity cartridge-type maga 
zine, uses up to 1000 watt lamp 
on 110 vokt A.C. or D.C., lens fast 
coated f1.6-2” and f2.0-l5mm, five 
tube amplifier, daylight screen 
1314”x10” and is supplied com- 
plete with reel arms. 


47 








-- rer 


— 


ae 
we, 


IF ee 


DeVry 


enroute to the 


LiGHTWricnT 16MM PROJECTORS 
Jam Handy Organization 
the first of 1400) is De 
Vry'’s vip. Ed DeVry at the Chicago 


holding one of the lightweight 


Shown above 


factory 


models in this first shipment 


Calvin Company In Production on 
16mm Magnetic Film Recorder 

@ |l6mm 
film recorder is now in production, 
it has Tut 
Cavin Company, of Kansas City. 
First ready 
for delivery until January, 1950, 


synchronous magnetic 


been announced by 


machines will not be 


however. 
Sound is recorded on the mag 


netic coating of standard l6mm 
motion picture film base such as 
is available from DuPont and The 
Minnesota Mining and Manufac 
Co. tor 


purposes only 


turing sound recording 
at 72 
Phis speed makes 
it possible to record with a fre 


The recorder will run 


feet per minut 


quency response flat from about 
80 to 10,000 


necessity of 


cycles without the 
this 


stage. The sound can be equalized 


equalizing at 


for 16mm printing when it is r¢ 
recorded to 16mm optical film. On 
the set all that needs to be checked 
is placement of the microphone 
and volume level. The recording 
is heard through a playback head 
at the time it is being recorded so 
that any 
immediately 


errors can be detected 


and = the scene re 
made. 


The Magnefilm will 


be available lor purchase or le ase, 


Recorder 


Prestoseal Introduces Film Splicer 

Using Controlled Heat Principle 

@ A new film splicer for 16mm 
and 35mm motion picture safety 
film has been introduced by Pres 
toseal Mfg. Corp. The 
called the 
FESSIONAI 


machine, 

PRESTO-SPLICER PRO 
Mopet, can also be used 
The 


used on raw stock, 


on magnetic recording tape 
splicer can be 
short ends and processing of film 
and eliminates the need for clips 
uses the 
principle of controlled heat and 
pressure 


or staples. The machine 


and climinates the need 
of scraping or cementing 

The splicer’s overall dimensions 
are 9x1114x17 inches. The weight 


is 17 pounds Maximum current 
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consumption is 3 amperes for cycle 
period. It operates on 115 volts 
50-60 cycles and operation on 220 
volts can be provided. 

The price is $498 for the motion 
picture or magnetic tape model on 
$461 for a special model adapted 
for microfilm. Additional infor- 
mation can be obtained from Leo- 
nard A. 


Prestoseal 


Herzig, sales manager, 
Mig. Corp., 38-01 
Queens Blvd., Long Island City, 
N. Y. 
Dunningcolor Adds New Models 
@ Tue DuNNINGCOLOR CoRPORA- 
riION now has available three mod- 
els of the Dunning Animatic 
l6mm filmstrip projector, Carroll 
H. Dunning, president, has an- 
nounced. Model A has manual 
control by electric push-button 
and sells for $168 FOB Hollywood. 
Model B is equipped for auto- 
matic or manual operation and 


TOP QUALITY 
LONG LASTING 


LOW IN COST— 


Available at the finest 
distributors to the trade 
in 400° to 2000’ sizes 


1 reel 
2 or 3 reels 


3 to 5 reels 


or write to 

the originators 
of the 
FILMCO line. 


sells for $198, Model C has a rear 
projection screen with supporting 
arms and shadow box and sells for 
$239.25. For further information 
write The Dunningcolor Corpora- 
tion, 932 N. LaBrea Ave., Holly- 
wood 38, California. 


Lightweight 35mm French Camera 
@ THe Camerette, a lightweight 
35mm motion picture camera, has 
recently been introduced in this 
country by its maker, Etablis- 
sements Cinematographiques 
Eclair of Paris. 

Robert Sussfield, American sales 
representative for the Camerette 
has opened offices at 1472 Broad- 
way in New York. 

The Camerette weighs but 14 
pounds and is operated by bat- 
teries weighing six pounds which 
are carried on a belt around the 
waist. It takes a 400 film 
magazine. 


foot 


ne 


FEATHER WEIGHT - ALLOWING 
C_savines IN SHIPPING COSTS 





LONG IN LIFE 


PERFECTION SAMPLE CASE CO. 


322 West Van Buren Street 


. Chicago 7, Illinois 
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Tue Ampro “REPEATER” 


New Ampro "Repeater" Provides 
Motion Picture Theatre in a Case 
@ An effective television adver- 
tising and sales promotion tool 
recently made its bow to prospec- 
tive buyers in a new role, intro- 
duced by the AMPRO CORPORATION. 
This new “television salesman” 
that may revolutionize the selling 
and promotion of television shows 
and commercials is the Ampro 
“REPEATER” —a 16mm sound mo- 
tion picture theatre complete in 
a lightweight carrying case. 

A unique 450-foot endless film 
magazine eliminates rewinding, 
and a latex projection screen is 
said to work wonders for the pic- 
ture image. Compact, simplified 
controls, full film protection and 
complete accessibility make this 
projector ideal for pre-testing, 
merchandising or selling television 
campaigns. 

The “Repeater” can be plugged 
in, Opened up and in less than 
a minute a sound movie can be 
shown in a normally lighted room. 
This model over 
eight years for intensive sales work 
by an American tobacco concern 


was used for 


before being presented for sale. 
Radiant Changes Product Names 
@ RaApiant Mec. Corp. announces 
a change in brand name of two 
products: the Radiant “Cham- 
pion” has been improved and will 
now be called The “Deluxe Cham- 
pion.” Radiant’s “DL” portable 
tripod screen has been renamed 
the “Screenmaster.” Designations 
for the models (Model K for the 
Deluxe Champion and Model DL 
for the Screenmaster) remain. 


Craig Introduces ‘Fold-Away' Base 
@ CRAG MANUFACTURING Com- 
PANY has now on the market a 
new “Fold-Away” base for use 
with its line of 8mm and l6mm 
Projecto-Editors. The base is made 
of light die cast metal and finished 
in bronze crackle to match the 
Projecto-Editor and splicer finish. 
For further write 
Craig Manufacturing Company, 
1053 South Olive St., Los Angeles 
15, California. 


information 
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Victor Animatograph Holds Two Day 
Sales Conference at Factory 

@ Members of the Victor ANIMA- 
TOGRAPH CorPoRATION home office 
and field sales staff completed a 
two-day sales meeting last month 
at the company’s new plant and 
office headquarters in Davenport, 
Iowa. 

The meeting was held to review 
sales progress and to discuss plans 
for future selling activities. 

Field men who attended the 
meeting included H. O. Jones, 
vice-president in charge of eastern 
sales; A. J. McClelland, midwest 
sales manager; Walter C. Vance, 
Chicago sales manager; and Wil- 
bur A. Gillum, Jack Conlon, Kal- 
man Spelletich, Jr., Dan Stoelting, 
John Greenwood and _ Horace 
Bonsteel, all field sales representa- 
tives. 

kK V. 
and general sales manager, was in 


Burrows, vice-president 


charge of the sales conference. 


New |6mm Continuous Projector 
@ The Van Der ScHALIE Corpo- 
RATION has started production on 
a new model of its self-contained 
continuous 16mm sound projector 
using the Contimovie driven re- 
wind. 

The Van Der Schalie projector 
weighs 37 pounds, has a film capac- 
itv of 400 to 1000 feet and uses 
the Ampro Compact projection 
head, amplifier and speaker. 

It provides a bright image 12 by 
16 inches in broad daylight with 
its 1000 watt lamp. Other inter- 
esting features are push button 
starting, easy set up, automatic 
shut-off in case of film breakage, 
forced draft humidification 
cooling, dural case. 


GoldE Ships Model to Ethiopia 

@ That most imperial potentate, 
Emperor Haile Selassie of Ethio- 
pia, who counts among his hob- 
bies the projection of slides, has 
been shipped a GoldE “Master” 
projector, in fulfillment of an 
order from GoldE’s Ethiopian 
distributor. With majestic fore- 
sight, Selassie also requested a 
spare lamp. 


and 


TINT 


John 


NATIONAL CINE EQUIPMENT 


ANFA-NAVED Service Award to 
W. K. Hedwig of Nu-Art Films 
@ A bronze plaque was presented 
to Mr. William K. Hedwig at the 
opening meeting of the ANFA- 
NAVED Convention in Chicago 
for “outstanding service to the 
l6mm film industry.” Mr. Hed- 
wig is one of the founders of 
ANFA as well as founder and 
president of Nu-Art Films, Inc., of 
New York City. 

The plaque was inscribed as 
follows: 

“National 16mm _ award pre- 
sented to William K. Hedwig, 
founder and past president of 
ANFA, in recognition of his out- 
standing and unselfish service to 
the 16mm motion picture indus- 
try. His tireless activity through 
the many years as producer, dis- 
tributor, laboratory and film li- 
brary operator set a noble example 
of enlightened interest in this 
industry and the public it serves.” 


Kodak Revises ‘Slides’ Booklet 

@ The Kodak Data Book, Stipes, 
has been revised for a new edi- 
tion by the Eastman Kodak Co. 
Major revisions include expansion 
of the section on making Koda- 
chrome title or graph slides, en- 
larging the section on making a 
slide presentation and_ bringing 
all material in the booklet up-to- 
date. Suggestions on planning 
slide sequences have also been 
added. 

Suuves is available through pho- 
tographic dealers and is priced at 
35 cents. 

Electric Pointer Is Introduced 

@ WitiiaMs, Brown & EArt-p, 
Inc. of Philadelphia, Pennsylva- 
nia, have introduced an electric 
pointer. A press of the switch but- 
ton throws a point of light on the 
subject being discussed. The 
pointer consists of a case and bat- 
teries with a built-in optical sys- 
tem which permits focusing from 
any location. The speaker can 
easily call attention to any part of 
the illustration without moving 
from his original reading or lec- 
turing position. 


“T” Stop Calibration 
LENS COATING — 


RENTALS — SALES 
— SERVICE 
Eyemo, Mitchell, 

_ Bell & Howell, Wall, 
. 4d 3 Cine Special Cameras 


20 WEST 22nd ST., NEW YORK 10, N.Y. 4 
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HOUSTON Color Laboratories 


FASTEST SERVICE LOWEST PRICE 
HIGHEST QUALITY 


cence 


* Film Strip Masters, 
% 35mm copies from 35mm 
* or 16 mm Motion Picture Films, 


% 2x 2 Color Copies 


THE HOUSTON COLOR LABORATORIES 
11807 West Olympic Boulevard 
LOS ANGELES 25, CALIFORNIA 


BRadshaw 24331 


Cable: HOUSCORP 





MERRILL LEE 


3049 E. GRAND BOULEVARD 


by rolling it 
where you want it 


@ safely 

@ easily 

@ quietly 
@ smoothly 


MAKE ANY ROOM 
A PROJECTION ROOM 
with 
“‘Roll-it’’ 

The first projector table 


equipped with brakes 


Height 38” Wheels ...... 4” 
Length 30” Wheelbase 22%” 
Width 16” Weight 


WRITE FOR 
ILLUSTRATED FOLDER B-12 


COMPANY 


DETROIT 2, MICHIGAN 












































The Carpet Viewer in Action 


Carpet Viewer Shows Color 
Slides for Retail Demonstration 

@ A new technique has been in 
troduced in the retail merchandis 
ing of floor coverings in the recent 
CARPE! 


use of THe GULISTAN 


Viewer. An automatic slide pro 
La Bette model 301) 


has been housed in an attractive 


jector (the 


cabinet The film is controlled 
with a remote control push button 
slide changer. The unit also con 
tains a built- in plastic screen, siz 
15”’x 19”, 

The cabinet has been espec tially 
indirect 


designed for rear-view 


screening, thus eliminating the 


necessity for darkening the room 
35mm color slides project individ 
ual rgom scenes or carpet patterns 
Ihe customer or salesman can 
show the scenes for anv length of 
time and then change the slide by 
pressing a remot control push 
button 

The unit has been made to ac 
commodate groups of up to ten 
people and is portable so that the 
projector may be removed from 
the cabinet for viewing slides in 
Full color 


5mm slides illustrating the Gulis 


the customer's home 
tan lines and selected room in 
available to re 
tailers through A. & M. Karag 
heusian, Inc 


teriors are made 


Vitacolor Laboratories Plan to 
Double Film Handling Capacity 
® Tn 


are now 


VITACOLOR LABORATORIES 
handling daily 216,000 
feet of film and expect a capacity 
of more than 500,000 feet per day 
will be attained after the compl 
tion of additional processing ma 
chines now in construction 
Vitacolor is printed from three 
color separation negatives. In 
printing trom Monopack camera 
film to Monopack printing film, 
there ts generally i loss of quality 
due to lack of contrel over con 
trast Th Vitacolon 


trols the contrast completely, Also 


process con 


Vitacolor produc 5 top quality col 
or release prints from black and 


white colon separation negatives, 

permitting valuable original films 

to remain safely in the vault 
Slidefilm 


conventional 


producers who have 


color masters may 


order anv amount of footage with 


50 


VitACOLOR LABORATORIES IN 
Hollywood announce ex pan- 
sion of facilities to handle 
more than half million feet of 
release printing daily (see col 


, 
umn one below) 


out additional wear to the color 
master because the Vitacolor proc 
ess makes negatives 
master, and all 


printing is then done from the 


separation 
from the color 
separation negatives. 

James J]. BRApFoRD, owner of 
Vitacolor, has spent the last ten 
years in research on the new three 


color process. 
. >. >. 


Eastman Reports Earning Drop 
@ EAstMan Kopak Company re 
ports earnings for the first part of 


1949 dropped 24°) as compared 


aa 


Nita 7 


quality in lamps JE 





to earnings for the same period in 
1948. President THomaAs J. Har- 
GRAVE pointed out in the mid-year 
report to stockholders that earn- 
ings were $1.63 per share com- 
pared to $2.24 for the correspond 
ing period in 1948. 

Fhe company now has almost 
55,000 stockholders. This is an in- 
crease of about 3,000 since the be- 
About 1,500 
hold preferred shares and the rest 


ginning of the year. 


common. Reversing the six-month 
lower trend, however, were news 
from 


reports Rochester at mid 


September that some departments 


f 


RADIANT 


+ FLOODLIGHT 


URE PRODUCTION 


Pro ection 


AMPS 


RADIANT LAMP CORPORATION 


300 Jelliff Ave.. Newark 8,N.J 
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at Kodak had gone on an over- 
time work basis. 


$.0.S. Executive Donates Five 
Projectors to State of Israel 

@ Josepn A. TANNey, president of 
S.O.S. Cinema Suppiy Corp., has 
announced that his firm is giving 
five 35mm projectors to the state 
of Israel to be used in the train- 
ing of Israeli army units. The 
equipment is valued at $2,500. Mr. 
lanney suggests that others in the 
A-V field may have excess new or 
They are badly 
needed by the new state, and con- 


used machines. 


tributions may be sent to him if 
desired or to Materials for Israel, 
Inc. of New York City. 


Construction Operations Begun 
on New Miami, Florida Studios 
@ Contractors are starting to re 
model the Amelia Earhart airport, 
located just outside Miami, Flori 
da, into what is claimed to be the 
largest motion picture studio on 
the east coast. 
The new studio's operation, 
headed by Jack Goldberg, is being 
InCcorpe rated under the name of 
Hialeah Motion Picture and Tele 
vision City. New York offices are 
at 1650 Broadway. 
Three hangars on the property 
converted into sound 
stages, while administration and 


are to be 


other buildings will be made into 
dressing rooms, wardrobe rooms, 
property rooms and shops. In ad- 
dition, several permanent outdoor 
sets will be 
tained. 


erected and main 


Film Center Stages 48! Showings 
For Washington D.C. Newspaper 
@ Last summer THe Firm Center 
of Washington D.C. arranged for 
181 showings of free pictures over 
a ten week period as part of a 
promotion campaign for the 
Washington, D.C. Eveninc Srar. 
The films were shown in some 
eighty playground and recreation 
centers to an audience totalling 
in all 183,850 children and adults. 
Cc. T. “Toby” Chandler of The 
Film Center was in charge of the 
project. The films shown were 
mostly shorts and the schedule was 
mentioned every day in the STAR. 


Community Chest Uses Slidefilm 

@ Sarra INC. has produced a slide 
film Let's Take a 
Look at Community Chest which 


Businesslike 


Community 
Chest drive in Milwaukee, October 
10-27. The 


ness leaders, stressing the 


will be used in the 
film is aimed at busi 
role of 
Community Chest member groups 
in alleviating human sullering and 
in building a better community in 
which to live 
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Film and Record Cases 
Designed for Your Needs 


Your ideas, based on your own require- 
ments, plus our long experience will re- 
sult in cases that are just right for you. 


Special cases 
designed and 
built to meet 
special condi- 
tions 


This film and record case, for Coca- 
Cola, is but one of many special 
cases we have produced. In fact, 
our business is special carriers, 
which we can produce on time and 
at really low prices. Send us a di- 
mensional sketch of what you need 
and we will design and bid prompt- 
ly. No obligation, of course. 


PANDORA PRODUCTS CO. 


929 Eton Road 
BIRMINGHAM, MICHIGAN 








Cinema Research 


Largest Independent Optical 
Printing Concern on the West Coast 


MORE EQUIPMENT 
FASTER SERVICE 


.. . featuring 
OPTICAL PRINTING— 
COLOR or BLACK-WHITE 
16 to 35mm BLOWUPS 
35 to lomm REDUCTION 
16 to l6mm MASTERS 


SPECIAL EFFECTS— 

Any type of effect desired is possible 
with the finest equipment in the motion 
picture industry. 


TITLE and ANIMATION 
Camera service for television, slide film 
masters. 


We are specializing on Ansco 
color and Dupont 3-color 
blow-ups from 16mm to 35mm, 


CINEMA RESEARCH, Inc. 


HAROLD SCHEIB, Pres. 
7000 Romaine 
Hollywood 38, Calif. 


HU 2-7464 
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BIRD & SON SPONSOR A FILM 


Sponsor: Bird & Son, Inc. Title: Proud but 
Practical. Producer: Bay State Film Pro- 
ductions, Inc. Advertising Agency: H. B. 
Humphrey Co. 

*% Proud but Practical is being used as the 
main element of a new merchandising cam 
paign for Bird & Son, Inc., manufacturers ol 
floor coverings and roofing. ‘The film aims to 
stimulate enthusiasm in the sales force by 
presenting an intelligently thought out pro- 
gram which will help close more sales. It 
demonstrates that Bird & Son products meet 
exacting standards of interior decorators, and 
illustrates ways to encourage the homemaker 
to keep in step with modern decorating trends 
in floor coverings and design, and make her 
home a thing of beauty. 


Here's Story OF “PRroup BUT PRACTICAL” 

The story of Proud but Practical calls atten- 
tion to the fact that Bird floor coverings meet 
all the requirements of beauty, long-life, easy 
upkeep and low cost. Jim Blake and his wife 
are planning to buy and refurnish an old 
homestead. They want to leave their furnished 
apartment in the city, but think they can not 
afford to buy and furnish a place at the same 
time. On a fishing trip, a friend tells Jim he 
had the same problem and refers him to a 
Bird salesman. 

The salesman shows Jim and his wife the 
new Bird Color Schemer. This sales device 
is a series of drawings of rooms in the average 
home with the floor patterns die-cut, so that 
sample color lithographs of popular Bird floor 
covering patterns may be inserted in the floor 
area. Approximately a dozen of the many 
Bird patterns are included with the booklet. 
Jim and his wife then fill in the colors for 
drapes and slip covers to match the floor cover 
ings. The picture ends with their deciding to 
buy the house and shows them using the Color 
Schemer to pick out wall paper patterns, slip- 
covers and other details. 


Now SHOWING TO DEALERS, DiIsTRIBUTORS 


The film is being shown at dealer and 
distributor meetings. Bird & Son, Inc. feel that 
it is doing an excellent job in illustrating to 
their dealers, the approved techniques of dis 
playing Bird rugs and floor coverings, and 
the way to do an effective selling job in today’s 
competitive market. 


IN PRODUCTION at Bay State studios on the new 
new Bird & Son film reviewed above. 

















Rings 
the Bell 
without Bell 





No bell signal needed to change 
pictures with new Illustravox Auto- 
matic—no interruption of your 
training message. For details write 
ILLUSTRAVOX, 2133 Bueter Rd., 
Fort Wayne 4, Ind. 


DIVISION OF THE Magnavox COMPANY 











Saue-Kote 


FILM PROTECTION 


The only film protection that pro- 
vides a slippery-smooth surface 
for easier trouble free projection 


Gives Your Films 
Extra Mileage 


* Guards against 
scratches, wear and 
climatic changes. 


* Keeps films flexible 
—reduces breakage 


* Protects the sound 
track 


500% INCREASE IN LIFE 


Save-Kote is 4 scientific process that covers 





any 8, 16 or 35mm film with a tough, im 
pervious coating that protects and preserves 
your film against dirt, dust, scratches, finger 
prints, abrasives, excess heat, extreme cold 
oil or high humidity. Save-Kote contains ne 
njurious chemicals and cannot affect the film 
any way. Can be applied to any film 


ew or used- ror black & white 


Save-Kote is inexpensive! $1.25 per 400 ft 
reel. Special quantity discount on large 
orders. Minimum order $2.50 


SAVE-KOTE YOUR FILMS TODAY! 


DEALERS-DISTRIBUTORS: Valuable territories 
still available! Write today for complete in- 
formation about the Save-Kote plan 
AMERICAN FILM REGISTRY 
Save-Kote Division 
28 East Jackson Bivd. Chicago 4, Illinois 


















PROJECTION 


LENSES 


Recognized. and specified as standard equipment by 


leading manufacturers of 8mm and 





F  SIMPSON OPTICAL MFG. CO. 
3200 W. CARROLL AVE., CHICAGO 24, It 


FOR PERFECT PROJ 


SPECIFY SOMCO PROJECTI« 














Have YOU S@@N pages 42-43 of 
Burke & James’ new photograph- 
ic catalog? Every movie-maker 
should have a copy! Write for 


yours today—free! 


BURKE & JAMES, INC. 


321 S. Wabash e Chicago 4 





























PRODUCERS!... 
ATTENTION! 


Solidly established writer - director, 


presently associated with major film 


company, desires new affiliation. 
Write, or wire BOX 902 


BUSINESS SCREEN MAGAZINE 
812 N. Dearborn St., Chicago 10, Hl. 











SPONSORED SPORT PICTURES 
(CONTINUED FROM PAGE THIRTY-FOUR) 
infertile sand. This is good writing and 
superb photography. 

The biggest fish of the trip was caught, 
of course, by Marian, who is a right attrac- 
tive gal in her checked shirt, levi’s and hip 
boots. When the narrator gets back to New 
York he receives the beautifully mounted 
trout, neatly labeled (with apologies to one 
of those magazines), “Never underestimate 
the power of a woman”. 

The first part of Fishing in Alaska, run- 
ning about 27 minutes, is completely non- 
commercial. There is a single opening title 
credit, but no other mention or picture of 
Nash. At the end, and not directly integrated 
with the rest of the picture, is a three min- 
ute commercial showing how the Nash bed 
works, the accompanying window screens, 
weather eye air conditioning, large gas tank 
capacity and other features of Nash as the 
sportsmen’s Dream Car. ; 

MAKING THE “COMMERCIAL” PALATABLE 

This disassociated commercial is an in- 
teresting and litthe used technique in spon- 
sored films. Most pictures for consumer show- 
ings are frankly commercial all the way 
through; slyly “non-commercial” but full of 
scenes of the sponsor's product; or “educa- 
tional” in the sense of explaining how the 
product is made. All of these techniques 
are all right and acceptable to the consumer 
if done with a little taste. The Nash “radio- 
style’’ end-commercial comes just at the point 
when audience reaction is most favorable— 
which seems to be an excellent idea in this 
case. 

Larry Madison, photographer and director 
partner of MPO Productions, spent three 
months in Alaska on this and a forthcoming 
Nash picture, Big Game Hunting in Alaska. 
His weather problems in the Aleutians ranged 
from fair to very bad; heavy clouds and 
fog stymied him for two days out of every 
three. Madison has been shooting outdoor 
stuff for years, though, and his own “weather- 
eye’’ gauged some magnificent color photog- 
raphy most successfully. The title, with the 
beautiful speckled side of a rainbow trout 
making up the background, is but one of 
the nice touches in the film. Another is the 
narrator, Joe Julian, who sounds somewhat 
like Henry Fonda and is as natural as if 
telling the story from a cracker barrel in the 
village store. 


Script AuTHORED BY Ep ZERN 


Ed Zern, author of several fishing books, 
and an executive of Geyer, Newell & Ganger, 
(CONTINUED ON THE FOLLOWING PAGE) 





HERE IS A BUY!! 


MITCHELL STANDARD 35mm CAMERA 
3 lenses, viewfinder, 2 magazines, 24 V 

motor. Fine condition. Fully quaranteed. $3495 
Complete, only 


S. 0. S. CINEMA SUPPLY CORP. 


Dept. H. 602 West S2nd St.. New York 19, N. Y. 














Ae You Setting Up 


A Sales Training 
Program? 


Or should you be? 


An accepted, prime tool of sales 
training is the sound slide film, 
properly backed up with Meeting 
Guides and other integrating 
material. 


We make them for: 


Lily-Tulip Cup Corporation 
Johns-Manville Corp 
Singer Sewing Machine Co 
E. R. Squibb & Sons 
Ihe New Haven R. R. 
Empire Crafts Corp 
Robert Reis & Co 
Bigelow Sanford Carpet Co 
Remington Rand Inc 
National Coal Association 
Westinghouse Radio 





Write or phone: COlumbus 5-7621 


245 West 55th Street 
New York 19, N. Y. 














TEACHERS 
LECTURERS 


DEMONSTRATORS 
OPTICAL pointer Use the, Optical 
Whi o=<" 


POSTAGE 
PROJECTS BRIGHT PREPAID 


ARROWHEAD 


Bright arrowhead clearly points 

out subject matter on screen! 

Bright light! Light weight! Fits 

your hand! Send check or money 

order today! PATENT 
DEALERS WANTED APPLIED FOR 


PENBERTHY INSTRUMENT COMPANY 
Dept. 16, Spokane, 12, Washington 








CAMERAMAN WANTED 


Cameraman on Il6mm. Kodachrome 

and black and white. References, 

samples of work will be required. 
Address Box 901 


BUSINESS SCREEN MAGAZINE 
812 N. Dearborn St., Chicago 10, IIL. 




















BUSINESS SCREEN MAGAZINE 
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for price and quality 


COMPCO 


precision manufactured 


STEEL FILM CANS 
AND REELS 


Tempered steel reels hold to width .. . 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 





in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 
finish. 


See Your Visual Education Supply Dealer 
or Write to Manufacturer for Information. 


ail ats 7 









COMPCO CORPORATION 


2253 W. ST. PAUL AVE. 
CHICAGO 47, ILLINOIS 














Used with Rewinds For Editing 
16mm and 35mm Sound Film 


* Completely self contained, PM Speaker, volume 
control, off on switch, etc., all inside compact 
6%” H x 6” W x 6” deep case. Weight 7 Ib 


* 3W audio power 


* 


Operates on 117V 60 cycles AA 


* No Fly Wheel—instant start and stop, with no 
damage to film 


*® Price $185.00 net F. O. B. Chicago 


EDL COMPANY 


| 
| 2007 S. Michigan Ave. Chicago 16, Ill. 


EDL SOUND READER | 
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(CONTINUED FROM THE FACING PAGE) 
the Nash agency, wrote the script. Although 
the notion that sportsmen’s audiences are 
100°, masculine is not completely true, Zern 
has wisely incorporated a good woman's angle 
in the pitch that the little lady is as good 
a sportsman as the men. 


Is THere A Sports Firm AupiENCE? 

One of the fallacies that confronts com- 
mercial film sponsors in seeking outdoor mind 
ed audiences is the idea that only organized 
sporting groups are interested in sports films. 
Although there are over 15,000 organized 
sportsmen’s clubs in the United States (147 
in Connecticut and 470 in Wisconsin, for 
example), and these are prime targets for 
sports appeal sales promotion of non-related 
products as well as actual hunting and fish- 
ing equiment, it is a good bet that most 
audiences contain a fair proportion of an- 
glers or nimrods whether in veterans’, civic, 
grange, school or even women’s groups. 

It might be said, however, that the propor- 
tion of outdoor clubs owning projection 
equipment is fairly low, but using a chicken- 
egg analogy, so has the supply of really good 
sports films been low until recently. Or- 
ganized sports groups would seem to be an 
excellent sales target for projector manufac- 
turers, as well as for sales promotion minded 
non-related business firms. 


Pirer Cus Fitm Setits WINGED ANGLING 

The Piper Aircraft Corporation and the 
Edo Corporation, makers of seaplane floats, 
joined together last year to sponsor Wings 
For An Angler, an interesting new color and 
sound film on trout and salmon fishing in 
Newfoundland. 

Lee Wulff, a well known hunting and fish- 
ing expert, purchased a Piper Cub with Edo 
floats two years ago. Five weeks after his 
first flying lesson, he took off from his New 
York state home with his ten year old son 
on a thousand mile trip to Newfoundland. 
Wings For An Angler is the pictorial record, 
made by Wulff himself, of the successful trip. 

Wulff wrote and narrated the film, which 
includes spectacular shots of rugged New- 
foundland scenery and the phenomenal fish 
ing results of the trip. Prize catch of the trip 
was a 42 inch, 30 pound salmon, caught 
with a 24% ounce leader. Edo Corporation 
rents the 18 minute film at $3 per showing 
or $5 per week. 


MPO Propuction Crew (and cast) on location 
during filming of “Fishing in Alaska”. 











Producers of SLADE FILMS 
© Color 
© Black 
and 
White 


“Individualized Serv- 
ice’’ customed to your 





35 mm 
SLIDES 








FILM 
STRIPS 








Quantity 
DUPLICATIONS 


ments. Any Size Transparency 
In Any Quantity 


most exacting require- 





No order too Ht 





none too large. 
Prompt, courteous at- SLIDE 
tention. MOUNTING 
Masters made from Glass or Readymounts 
criginal artwork— 
and duplications. 
Detailed SERVICE 
PRICE LIST on re- 
quest. Write, phone, 
wire— 








CUSTOM MADE 
COLOR PRINTS 


Wash Off Relief - Carbro 








OVER 50,000,000 SLIDES PRODUCED 


CINEQUE Co4,-fitm LABS. 


LABORATORIES: 


424 EAST 89th ST., N.Y.C. SAcramento 2-4894 
NEW YORK OFFICE: 18 EAST 42nd ST. VA. 6-2900 
CHICAGO OFFICE: 30 W. Washington St. Fl. 6-4450 











THE MART MESSAGE 


The new B-22 


HALLEN RECORDER 


Synchronous for 16 and 35mm cameras 
Two channel mixer and dialogue equalizer 
30 to 10,000 cycles—Immediate playback 
Perfect piano recording 


COLORTRAN LIGHTS 
High intensity on low amperage 
Spot—Grover—Senior Kits 
Grip diffusion kits for studio and 
location. Send for circular. 


CINE-SPECIAL with 4 lens turret, M-H finder, Yolo 
automatic dissolve, sunshade and filter holder, 

case $895.00 
MAURER CAMERA with wide angle f2.7 and 1” f1.9 
lenses, 2-400 ft. mags, 110 v syne and 12 v DC motors 
sunshade and filter holder, B-M finder, tripod, carry 
ing & accessory cases $2900.00 
CAMART MIKE BOOM, 13 foot boom arm, folds to 
fit in your car $261.85 
CAMART TRIPOD with narrow head for Cine 
special or wide base for other cameras, free head $110.00 
PORTABLE GENERATORS for outdoor use, 2500 ot 
5000 watt capacity. Write for details 


BUY — SELL — TRADE — USED EQUIPMENT 
WRITE FOR MART MESSAGE 


THE CAMERA - MART inc. 


70 WEST 45th ST 


NEW YORK 19 N Y 
CABLE ADDRESS  CAMERAMART 
WORLD-WIDE SERVICE 





53 








A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 





EASTERN STATES 
* CONNECTICUT * 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Rockwell Film & Projection Serv- 
ice, 244 High St., Hartford 5. 
Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5. 


* DISTRICT OF COLUMBIA * 


Jam Handy Organization, Inc., 
Transportation Bldg., Washing 
ton 6. 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 12th St. 
N.W., Washington. 

The Walcott-Taylor Company, 
Inc., 501 Mills Bldg., Washing 
ton, 6, D. C. 


+ MAINE - 


D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND + 


Folkemer Photo Service, 927 Pop 
lar Grove, Baltimore 16. 

Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 

Robert L. Davis, P. O. Box 572, 
Cumberland. 

Stark Films, 537 N. Howard St., 
Baltimore 1. 


Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS + 


Audio-Visual Corp., 116 Newbury 
St., Boston 16. 


Ideal Pictures, 40 Melrose St., Bos 
ton 16 


Gilbert & Kelly, Inc., 134 Mid- 
dlesex St., Lowell. 

Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 

Bailey Film Service, 711 Main St., 
Worcester 8. 


* NEW HAMPSHIRE - 
A. H. Rice and Company, 78 W. 
Central St., Manchester. 
* NEW JERSEY - 
Slidecraft Co., South Orange, N. J. 
* NEW YORK - 


A. B. T. Productions, Inc., 460 W 
54th Street, New York 19. 





Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St., 
New Berlin, New York. 

Buchan Pictures, 79 Allen St., 
Buffalo. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau) 35 West 45th Street, New 
York 17. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
I4th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Mogul Bros., Inc., 112-114 W. 48th 
St.. New York 19. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

$. O. S. Cinema Supply Corp., 602 
W. 52nd St., New York 19, 

Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 

United Specialists, Inc., Pawling. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 

Duncan, James E., Inc. Motion 
Picture Service, 186 Franklin 
Street, Rochester 4. 


Shaw Visual Education Service, 
150 Linden St., Svracuse 3. 
Visual Sciences, 599BS Suffern. 


Ideal Pictures Corp., 207 East 37th 
St.. New York 16. 


* PENNSYLVANIA - 
J. P. Lilley & Son, 277 Boas St., 


Harrisburg. 


Harry M. Reed, IP. O. Box No. 
147, Lancaster. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 


Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22. 


L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 


* RHODE ISLAND - 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3 


* WEST VIRGINIA + 


J. G. Haley, P. O. Box 703, 
Charleston 23. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


Pavis, Inc., 416 W. Washington 
St., Phone 35-515, Box 6095, 
Station A, Charleston 2. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Theatre Service & Supply Co., 
Phone 24043, Box 1389 Hunt- 
ington. 


SOUTHERN STATES 


* ALABAMA - 


Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bldg., Birming- 
ham. 


* FLORIDA - 


Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7. 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 Miramar 
Ave., Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36. 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 


- GEORGIA + 
Calhoun Company, 235 Ponce De 
Leon Ave., N.E., Atlanta 3. 
Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta, 


Stevens Pictures, Inc., 101 Walton 
St.. N. W., Atlanta 3. 


* KENTUCKY - 


Hadden I6mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 


* LOUISIANA + 


Stanley Projection Company, 
21114 Murray St., Alexandria. 


Southern Pictures Company, 1|()24 
Bienville St., New Orleans. 


Stirling Visual Education Co., 
1052. Florida = Street, Jaton 
Rouge 8, Louisiana. 

Ideal Pictures Co., 3218 Tulane 
Ave., New Orleans 19. 

Delta Visual Service, Inc. 815 
Poyvdras St... New Orleans 13. 


BUSINESS 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


HarFilms, Inc., 600 Baronne St., 
New Orleans. Since 1915. 


* MISSISSIPPI - 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 
* NORTH CAROLINA + 


National Film Service, 14-20 
Glenwood Ave., Raleigh. 


* SOUTH CAROLINA - 


Palmetto Pictures, Inc., 719 Sa- 
luda Ave.—At Five Points, Col- 
umbia 11. 


* TENNESSEE - 


Sam Orleans and Associates, Inc., 
211 W. Cumberland = Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Kirkpatrick, Inc., 250 Monroe 
Avenue, Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 


* VIRGINIA - 
Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 


Ideal Pictures, 219 E. Main St., 
Richmond 19. 


National Film Service, 202 E. 
Carv St., Richmond. 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and _ Litho- 
graphing Co., Little Rock. 
Grimm-Williams Co., 719 Main 

St., Little Rock. 


* ILLINOIS - 


American Film Registry, 28 E 
Jackson, Chicago 4 — HAr 7- 
2691 

Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 

Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago | 

McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 


SCREEN 


MAGAZINE 
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Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 
Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau), 206 S. Michigan Ave., 

Chicago 3. 


* INDIANA - 


Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 

Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 

Burke’s Motion Picture Co., 434 
Lincoln Way West, South 
Bend 5. 


* IOWA + 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, lowa. 

Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


* KANSAS-MISSOURI + 
Kansas City Sound Service (Ideal 
Picture Corp.) 1402 Locust St., 
Kansas City 6, Mo. 
Select Motion Pictures, 1326-A 
Oak St., Kansas City 6, Mo. 
Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


* MICHIGAN - 


Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 


+ MINNESOTA - 


Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3; also 26 N. First E Du 
luth 2. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 


* OHIO - 


Lockard Visual Education Serv- 
ice, 1025 North Main Street, 
Akron 10. 

Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 
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Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Carpenter Visual Service, Inc., 
13902 Euclid Ave., East Cleve- 
land 12, Ohio. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

James B. Upp Motion Picture 
Service, 639 Broadway, Lorain. 

M. H. Martin Company, 50 
Charles Ave., S. E., Massillon. 

Gross Photo Mart, Inc., 524 Mad 
ison, Toledo 4. 

Thompson Radio and Camera 
Supplies, 135 S. 6th St., Zanes 
ville. 


* WISCONSIN + 

R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12, 


WESTERN STATES 


* CALIFORNIA + 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 Lexington 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los A. 
geles 28. 

Ralke Company, 829 S. Flower 
St., Los Angeles 14. 

Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau), 351 Turk St., San Fran- 


cisco 2. 
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C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 


* COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


* IDAHO - 


Howard P. Evans, Audio-Visual 
Equipment, 305 N. 9th, Boise. 


* OKLAHOMA + 


Vaseco, 2301 Classen, Oklahoma 
City 6. 

H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 

Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 

* OREGON - 

Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 

Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 


¢ TEXAS «+ 


Association Films, Inc., (formerly 
Y.M.C.A. Motion Picture Bu- 
reau), 3012 Maple Ave., Dallas 
t. 

Audio Video, Inc., 4000 Ross Ave., 
Dallas 4; 1702 Austin Ave., 
Houston. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

Ideal Pictures, Inc., 4000 Ross 
Ave., Dallas 1. 

Visual Education, Inc., 12th at 
Lamar, Austin; Also, 2010 N 
Field St., Dallas 1; 3905 S. Main 
St., Houston 4, 

Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 


Austin. 


* UTAH - 
Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 
Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 


* WASHINGTON - 


Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 


* HAWAII - 
Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T, H. 
Motion Picture Enterprises, 655 


Kapiolani Blvd., Honolulu, 
T. Ht. 


CANADA 


General Films Limited 
Head Office: 
Regina, Sask., 1534 Thirteenth 
Ave. 
Branches: 
Edmonton, Alta., 10022 102nd 
Street 
Montreal, Quebec, 263 Craig St. 
West. 
Moncton, N. B., 212 Lutz St. 
Toronto, Ont., 156 King Street 
West. 
Vancouver, B. C., 737 Hamilton 
Street. 
Winnipeg, Man., 810 Confed- 
cration Life Bldg. 
St. John’s, Nfld., 445 Water St. 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


FOREIGN 


Distribuidora Filmica Venezolana, 
De 16MM., S.A., Apartado 706 
Caracas, Venezuela, S.A. 

Insular Film Exchange, Room 
312, De Leon Bldg. Rizal Ave. 
Cor. Raon Manila Philippines. 


There’s An Audio-Visual Specialist in Your Town! 


* Contact the specializing dealers listed in these pages 
lor dependable projection service, projector and accessory 
sales and maintenance and for your film needs. 

Many of the dealers listed carry stock libraries of train- 
ing, informational and recreational films for your pro- 
grams. They are also qualified to service projection equip 
ment for maintenance and repair. For address of dealers 
in towns not listed here write: The National Directory of 
Visual Education Dealers, 812 No. Dearborn Street, Chi- 
cago 10, Illinois. Dealer listing inquiries are invited. 
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For t6mm. Film-— 400 to 2000 Reels 
Protect your films 
Ship in FIBERBILT CASES 


Sold at leading dealers 


Only 
Fiberbitr 
bear 
TRADE 

















SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


| ESCAR 
MOTION PICTURE SERVICE, INC. 


7315 Carnegie Ave., Cleveland 3, O. 
Phone: Endicott 2707 





Hella There:-- 
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CULE t 


SAM ORLEANS 
AND ASSOCIATES, INC. 


821 Sterick Bidg 
Memphis Knox 
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MASS COMMUNICATION 


(CONTINUED FROM PAGE 39) 
The studies 
were rigidly controlled and the 
findings are presented as general 
hypotheses—highly suggestable hy 
potheses, however, for the practical 


for further research. 


audio-visual producer or user. 

Phe first study reports the over- 
all relative effectiveness of sound 
film and strip film. Those data 
show reliable evidence of learning 
from both forms of instruction, 
but there is no reliable evidence 
that either form ts superior to the 
other. 
tained with groups of more intelli- 
gent men and less intelligent men 
tested separately. 


The same results were ob- 


The second study compared the 
relative effectiveness of the two 
mediums for each of the main 
topics covered in the instruction. 
The topics were concerned with 
map reading: distance and direc- 
tion, azimuths, contour maps and 
elevation. These topics are com- 
parable in nature to the typical 
knowledge and skills presented to 
business and industrial employers. 
Again the study shows no statisti 
cally reliable superiority for either 
experimental group over the other 
in the second and third topics 
(both heavily loaded with mathe 
matics). The first topic contains 
much more general subject matter, 
in other words was “easier.” For 
the first topic the filmstrip was 
superior. The level of intelligence 
of the men was the same as re- 
ported previously. 
Transfer of Learning: It was 
found that in either medium reli- 
ance should not be placed on the 
audience members to transfer film 
generalizations to the specific de- 
tails of performance. Precise dem- 
onstrations and directions were 
found to be much more effective. 
Parenthetically, college students 
way, as do all 
We cannot, it 


react the same 
employed adults. 
seems, dish out generalities and 
expect people to function on a 
job. The “twansfer of learning 
theory” was disproved by Thorn 
dyke many years ago. It is time 
to abandon it in business training. 

Most of the differences on othe 
points, and they were minor, were 
due to the skill of the instructor 
and the teaching methodology 
employed. 

For one topic the motion pic 
ture was found to be superior to 
projected stills. 


Map Reading 


Many of vou readers have seen it. 


The topic was 
Contour Lines. 


Here the large eflect of the motion 
picture was due to the fact that 
ina movie the object being photo 
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graphed can remain still while the 
angle from which it is viewed can 
be progressively altered. For busi- 
ness and industrial trainers, there- 
fore, it is important to note that 
where familiarity with three di- 
mensional spatial relationships is 
important in learning the matert- 
al, motion pictures have an inher- 
ent advantage that 
equaled by filmstrips. 

Perhaps the most interesting 
aspect of this study is the fact that 
on the whole the two mediums 
were often equally effective. The 


cannot be 


claims made by many people that 
motion pictures always provide 
better instruction than that attain- 
able with less costly filmstrip are 
disproved. It is apparent that the 
lowly filmstrip is not so lowly, 
after all. It is highly probable 
that a great many film producers 
and professional trainers will re- 
cast their thinking with regard to 
films after they study this book. 
It is believed by this reviewer, 
however, that effective use of film- 
strips must be accompanied by 
skilled and effective instructors. 


LEARNING FACTUAL MATERIAL 


Relation of Learning To Intel- 
lectual Ability: In the learning of 
factual material it was found that 
those with greater intellectual 
ability learned more, from a given 

than with less 
Phis is not surprising. It 
does indicate, however, that film 


exposure those 


ability. 


presentations could be aimed more 
often at the intelligence level of 
the prospective audience and not 
used as a shotgun treatment for 
evervone from top management to 
janitors. 

Relation of Motivation to Learn- 
ing: We all know that the amount 
an individual learns depends 
greatly on the degree of motiva- 
tion present. This study found 
that by simply announcing in 
advance that a test of the amount 
learned was to be given tmmediate- 
ly after a showing, the amount 
learned increased from 66 per cent 
to 8l pe cent. 
increase for such a simple device. 
It has implications for all’ em 
ployee training. Practical experi- 
ences in many business organiza 


This is a very large 


tions have also proved its effective- 
ness. 

Another motivating device re- 
ported in the study was the use 
of an introductory discussion of 
what the film was about, what to 
look for, just prior to the showing. 
The introduction had the impor- 
tant effect of giving significance 
to the film—made the men feel it 
was worth paying attention to and 
to try to learn the contents. 
Audience Participation: Many 
years ago Thorndyke found that 
little was learned from imitation 
or passive exposure to subject 
matter. The present study as well 
as others found that recall of verb- 
al material is greatly facilitated by 
dividing the time spent in study- 
ing the material and attempting 
to recall it. Active participation ts 
intuitively used by all practical 
trainers. But—applying this prin- 
ciple to motion picture instruction 
presents problems, for members of 
motion picture audiences sit back 
and receive the instruction pas- 
sively. 

For effective learning, an active 
recitation method is required, at 
frequent intervals, during a film 
presentation. The motion picture 
does not permit this activity. The 
filmstrip does — indeed it encour- 
ages participation. The implica- 
tions here for practical business 
trainers is obvious—use strip film, 
plus good instructors or utilize all 
possible participation devices 
when using a motion picture for 
instruction. 

However, the participation pro- 
cedure added little to learning in 
the case of the bright, motivated 
men, but considerable benefit was 
obtained among the less intelli- 
gent non-motivated men. Since 
high intelligence, strong motiva- 
tion and easy material favor learn- 
ing, it is suggested that active pat 
ticipation will contribute more as 
other learning conditions become 
less favorable. s 








YOU ARE 


a motion picture producer, television produc- 
tion manager or head of the motion picture 
department of an industrial firm or adver- 
tising agency. You are looking for a Girl 
Friday who doesn't know everything, but has 
had three years technical training in cine- 
matography, direction, editing, writing, tele- 
vision production assistant and even clerical 
work, too. You need her because she will be 
a loyal and cooperative ASSISTANT who 
understands your work and is anxious te 
learn. You hope she will have a good edu- 
cation, neat appearance, and you won't have 
to pay her a great big salary. 


YOU HAVE FOUND HER 
BUSINESS SCREEN, Box 129 
489 Fifth Avenue, New York 17, N. Y. 
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KODAK’S MOST POWERFUL 16MM. SOUND PROJECTOR... 


now available at a sensational price reduction! Important news— 
this—to anyone requiring power to fill large auditoriums in sound- 
movie projection. The “FB-40” delivers 40 watts maximum of 
undistorted output... provides desirable reserve power in smaller 
halls. More than this... it offers outstanding quality—of con- 
struction, of screen images, of sound. You have your choice of 
precision Lumenized projection lenses and powerful lamps to 
flood practically any size screen, at the desired distance, with 
crisp, sharp images. And you can mix music, voice commentary, 
or both, with sound or silent films. Remember the new low price— 
Sound Kodascope FB-40 Projector, in “blimp” case, with twin 
speakers—ONLY $495! 





SOUND KODASCOPE PROJECTORS Give You ALL THREE of These Important Features 
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FLICKERLESS MOVIES The three-bieded 
shutter makes a complete revolution every 
frame ... produces 72 light interruptions 
per second at sound speed. As a result, 
your screenings are free from flicker even 
at i brigh far beyond the 
five-foot-lambert mini of ptabili 
ty. Here's a truly remarkable safety factor 
—screenings can heave a brightness in ex- 
cess of a thousand foot-lamberts without 
producing distracting flicker! 











OVER-ALL SHARPNESS § Integral with the 
standard f/1.6 projection lens is Kodak's 
unique field fiattener ...an optical device 
thet serves to correct the curved image 
normally projected by Petrval-type pro- 
jection lenses, so that the whole image 
comes into sharp focus at the same plane. 
You'll see the result on your screen—vun- 
surpassed uniformity of definition. Your 
movies are as you like them—sherp in 
the center ... sharp in every corner! 





TOP TONAL QUALITY The Fidelity Control 
makes possible reproducing the full tonal 
scale—especially the hard-to-hold “highs” 
thet ore so ial to intelligibility of 
speech ... naturainess of music. Whether 
the emulsion is threaded toward or away 
from the light beam as in the sketches 
above...whether you're running originals, 
16mm. prints, or reductions from 35mm. 
fllm—the Fidelity Control permits easy, 
eccurate focus of the scanning beam. 
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Professional 


Only talents and the skills devcloped through long 
years of experience can assure top performance in 
the big leagues. 

Only with the support of u well-picked team 
trained to work together in fast-moving, hard-hitting 
company can you score in a big way. 
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